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i  the  PRESS'Missed 
The  Mark  on  Bushfand  Iraq? 


I 
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One  newspaper  exposed  the 
ugly  truth  about  pollution  in 


Puget  Sound. 


U.H.  \  To  read  more  on  this  series  go  to  www.seattlepi.com/specials/sound 


A  tour  boat  cruises  post  a  cement  plant  on  the  Puget  Sound's  Duwamish 
Watenway.  Fish  and  shellfish  caught  here  had  up  to  seven  times  mor6 
cancer-causing  chemicals  than  those  from  environmentallv  clean  sites. 
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For  150  years,  Puget  Sound  has  provided  the  Seattle  area  with  food,  jobs  and  commerce  as  well  as  recreation  and 
inspiration.  In  return,  the  region  has  treated  the  sparkling  blue  waters  of  the  Sound  like  a  sewer.  Until  recently, 
nobody  paid  much  attention  to  the  consequences  of  that  destructive  pattern.  Then,  in  November,  the  Seattle  Post- 
Intelligencer  published  a  five-part  series  called  “Our  Troubled  Sound." 

For  the  first  time,  area  residents  became  aware  of  the  size  and  severity  of  the  crisis.  The  series  led  to  a  public  outcry 
for  the  government  to  take  action.  As  a  result,  state  and  federal  officeholders  have  vowed  to  stop  the  pollution 
and  begin  clean-up  programs.  This  time,  the  eyes  of  the  region  will  be  on  them. 

Making  waves  when  public  health  and  natural  resources  are  at  risk  is  another  way  Hearst  Newspapers  make  a 
positive  contribution  to  their  communities . . .  and  that’s  what  excellence  in  journalism  is  all  about. 


Hearst  Newspapers 
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THIS  WEEK  ON  THE  WEB 

Exclusively  on  editorandpublislier.com ... 

“Stop  the  Presses”  columnist  Steve  Outing  finds 
that  more  paid-access  “premium”  content  is  being 
published  alongside  the  free  stuff  on  newspaper 
Web  sites.  Unfortunately,  premium  content  is 
invisible  to  news  search  engines,  and  thus  only 
individual  sites'  users  know  of  its  existence.  Outing 
suggests  some  solutions. . . .  Columnist  Charles 
Bowen  visits  BoardReader.com,  a  great  resource 
for  journalists.  This  smart  site  created  at  the 
University  of  Michigan  allows  users  to  search 
multiple  Web  message  boards  for  information. . . . 
Enter  the  2003  EPpy  Awards,  honoring  the  best 
news  Web  sites  —  now.  The  deadline  is  Feb.  3. 

See  complete  details  on  our  home  page. 


4  EDITOR& PUBLISHER  JANUARY  27,  2003 


LETTERS 


ON  THE  SPOOKY  PRESS 

Allan  Wolper  deserves  credit 
for  encouraging  discussion  within 
the  newspaper  trade  of  his  topic: 
the  independence  of  the  Fourth  Estate 
[“The  CIA’s  copy  desk,”  Jan.  13,  p.  26]. 

At  the  same  time,  he  appears  to  be 
overlooking  the  “forest”  as  he  concentrates 
on  the  single  “tree”  of  The  New  York  Times. 
He  refers  to  a  comment  by  Times  reporter 
James  Risen  that  the  “modem”  CIA  cares 
nothing  about  what  its  personnel,  current 
and  otherwise,  publish, 
while  Mr.  Risen  is 

collaborating  on  a  book  LET 

with  one  Milton  A.  E&P  wekome. 

Bearden  —  identified  as  a  them  via  e-rru 

retired  chief  of  the  CIA’s  editorandpub 

Soviet  division.  Then  facsimile  to  (6 

Mr.  Wolper  goes  on  to  or  via  snail-n 

show  how  very  wrong  Mr.  Editor  &  Publ 

Risen  is,  on  the  ground  Broadway,  Ni 

the  CIA’s  Publications  10003.  Please 

Review  Board,  in  recent  organiza 

years,  blocked  fully  tion,  location, 

one-third  of  all  projects  address.  Lette 

for  which  these  personnel  ff  cdl  the  usu 

sought  authorization.  - 

Still,  there  seems  to  be  more  than  an 
element  of  tmth  in  Mr.  Risen’s  remark. 
After  all,  if  newspaper  editors  and 
publishers  themselves  are  dutifully  “killing” 
news  reports  or  even  taming  them,  by 
slanting  news  in  the  CIA’s  favor,  there  is 
less  urgency  for  the  CIA  to  block  publica¬ 
tion  by  its  own  —  its  own  will  have  already 
picked  up  the  signal.  Then,  too,  that  CIA 
outfit  called  Clandestine  Services  reportedly 
held  former  Florida  new'spaperman  Porter 
Goss  under  its  wing  for  years  before  he 
became  chairman  of  the  House  Intelligence 


Committee.  So,  who  are  the  others  that  do 
the  CIA’s  bidding  in  the  newspaper  field? 

Look  at  the  newspaper  editors  and 
publishers  who  boycott  the  sound  jour¬ 
nalism  of  the  independent  press  and  who 
even  prevent  quality  newspaper  features 
from  seeing  print.  But,  then,  they  also 
make  excuses  for  not  defending  lifelong 
journalists  who  are  being  abused. 

GARY  P.  SALAMONE 
EDITOR  IN  CHIEF 
Continental  Features 
Continental  News  Service 


LETTERS 

E&P  welcomes  letters.  Send 
them  via  e-mail  to  letters@ 
editorandpublisher.com,  xna 
facsimile  to  (646)  654-5370, 
or  xna  snail-mail  to  “Letters,” 
Editor  &  Publisher,  770 
Broadxvay,  New  York,  NY 
10003.  Please  include  name, 
title,  organizational  affilia¬ 
tion,  location,  and  e-mail 
address.  Letters  may  be  edited 
for  all  the  usual  reasons. 


THECIRnTHETHINB 

1  greatly  enjoyed 
Lucia  Moses’  feature 
storv  on  Mike 


toletters@  ■  Lucia  Moses’ feature 

her.com,  via  A  story  on  Mike 

'j  654-5370,  Proebstle  and  what  is 

I  to  “Letters,”  being  achieved  in 

ler,  770  Philadelphia  [“Betting 

York,  NY  on  Philly  in  circ  race,” 

elude  name,  Jan.  13,  p.  10]. 

nalaffilia-  Mike  and  I  were 

id  e-mail  together  in  the  1998 

nay  be  edited  Media  Management 

reasons.  Center  advanced  executive 

-  program,  during  which 

he  discussed  many  of  the  principles  he  is 
practicing  at  the  Philadelphia  newspapers. 

Many  can  learn  from  Proebstle’s 
story  of  engagement  throughout  the 
organization,  reliance  on  data-driven 
decision-making,  and  his  clear  message 
that  “building  circulation  is  everyone’s 
business.” 

JOE  FREDERICKSON 

VICE  PRESIDENT 
FOR  MARKETING  &  PUBLIC  AFFAIRS 
The  Press-Enterprise 
Riverside,  Calif. 


---50  YEARS  AGO--- 

NEWSPAPERDOM*  FROM  EDITOR  &  PUBLISHER 


JAN.  24.  19.53: 

Improvement  in  techniques,  rather 
than  curtailment,  can  be  marked 
down  now  as  the  key  words  in 
James  C.  Haprty's  approach  to 
his  job  as  President  Eisenhower’s 


press-relations  secretary,  Hagerty 
indicated  in  a  long  talk  with  E&P 
days  before  he  went  to  Washington. 

The  Georgia  Supreme  Court  found 
four  reasons  for  dismissing  Jan.  15 


contempt-of-court  citations  issued 
against  >ff/anfa  Constitution  Editor 
Ralph  McGill  and  Managing  Editor 
William  H.  Fields  in  a  case 
stemming  from  a  highway- safety 
story  published  in  the  newspaper. 


www.editorandpublisher.corT> 


How  is  Sandusky  Newspapers  making  news? 


The  Solution  is  Key. 


Sandusky  Newspapers,  Inc. 

Sandusky  Newspapers  made  news  with  its  recent  purchase  of  the  Carl  A. 

Jones  Newspapers  and  its  flagship  Johnson  City  Press.  It’s  just  the  latest  in  a 
series  of  acquisitions  that  helped  the  company  grow  its  revenue  to  $130  million, 
and  almost  quadruple  in  size.  The  133-year-old  family-owned  firm  owns  news¬ 
papers  in  Ohio,  Tennessee,  Michigan  and  Utah.  It  also  owns  10  radio  stations  in 
Seattle  and  Phoenix. 

Why  KeyBank? 

David  Rau,  President  and  CEO,  says:  “Key  is  a  long-time  partner  of  our  company 
since  1 962  and  really  understands  our  strategy  of  growth.” 

Key  has  supported  Sandusky  through  both  publishing  and  radio  acquisrtions, 
helping  it  acquire  over  $220  million  worth  of  newspapers  and  radio  stations  since 
1993.  The  strong  alliance,  which  encompasses  credit  facilities,  cash  manage¬ 
ment  and  financial  solutions,  means  that  Sandusky  never  had  to  look  elsewhere 
for  its  banking  resources.  Rau  sums  up:  “We  value  the  personal  nature  of  our 
relationship.  Most  important,  we  trust  each  other." 


KeyBank 


To  learn  more,  call  Kathleen  Mayher,  Executive  Vice  President  and 
Division  Manager,  at  1-800-523-7248,  ext.  45787,  or  visit  Key.com/media. 

Media  and  Telecommunications 


Achieve  anything. 


PO$TCO.HA$A 

PeOHTABlEQA 

The  Washington 
Post  Co.  reported 
Friday  that  fourth- 
quarter  earnings  per 
share  rose,  year  over 
year,  to  $9.83  from 
$3.10  (adjusted),  as 
comparative  weakness 
in  newspaper  advertis¬ 
ing  revenue  was  offset 
by  relative  strength 
elsewhere.  Included 
in  the  period’s  profit 
was  a  gain  on  an 
exchange  of  cable 
systems.  , 

Print  ad  revenue  at 
the  company’s  name¬ 
sake  newspaper  rose 
2%  for  the  quarter  but 
fell  3%  for  the  year, 
reflecting  a  32% 
drop  in  help-wanted 
ad  volume. 

The  Post  Co.’s  total 
04  revenue  rose  11%, 
to  $696  million,  on 
healthy  growth  in  its 
education,  cable,  and 
broadcast  divisions. 
(For  more  earnings 
reports,  see  p.  9.) 

-  LUCIA  MOSES 

ANETPROHT 
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night  Ridder 
Digital  of  San 


Faded  black  dai  1;  sees  a 
future  in  new  ‘Defender’ 


An  eclectic  group  of  African-American 
investors  vows  to  bring  the  historic 
newspaper  into  the  21st  century 

BY  MARK  FITZGERALD 

CHICAGO 

AS  THE  NEW  PUBLISHER  OF  THE  CHICAGO 
Defender,  David  Milliner  wants  to  implement 
a  newspaper  industry  innovation  that  the 
black-oriented  daily  has  never  tried  in  its  97  years: 
home  delivery.  When 
Milliner  and  other 
investors  in  Real 
Times  LLC  last  week 
finally  completed  their 
long-pending  pur¬ 
chase  of  Sengstacke 
Enterprises,  they  took 
over  a  flagship  daily 
that  resembles  a  time 
capsule  more  than  a 
newspaper  published 
in  2003.  The  Defender 
has  no  Web  site.  It  has 
not  raised  employee 
pay  for  years.  When 
the  new  owners  speak 
of  going  over  the  books 
—  they  mean  it  literally.  “We’re  in  a  computer  age, 
and  here,  um,  they’re  used  to  doing  things  the  old- 
fashioned  way,”  Milliner  said. 

Clearly,  the  old-fashioned  way  hasn’t  been  work¬ 
ing,  especially  in  the  nearly  sue  years  since  the  death  of 
longtime  Publisher  John  H.  Sengstacke  ushered  in  a 
period  of  family  squabbling,  estate-tax  indebtedness. 


,  and  caretaker  ownership  that  repeatedly  fhistrated 
;  would-be  buyers.  The  newspaper  that  is  credited  with 
!  triggering  the  Great  Migration  of  blacks  from  the 
!  rural  South  to  the  industrial  North  after  World  War  I 
now  sells  an  average  of  just  14,629  copies  weekdays  in 
a  city  with  an  estimated  1,105,069  African  Americans. 

But  the  Defender,  like  the  rest  of  the  black  press,  has 
huge  potential,  said  Ken  Smikle,  whose  Chicago- 
based  Target  Market  News  specializes  in  analyzing 
;  black  consumers:  “I’ve  never  felt  the  black  press  has 
:  ever  gotten  the  recognition  from  the  wider  media  that 
I  they  deserve  ...  for  the  influence  they  have  and  for 
the  business  they’ve 
conducted  with  mea¬ 
ger  resources.  The 
attention  is  usually 
focused  on  the  meager 
resources  part.” 

Smikle,  who  made 
his  own  unsuccessful 
llth-hour  bid  for  the 
Defender,  said  no 
medium  besides  the 
black  newspaper  has 
figured  out  how  to 
pro\Tde  the  in-depth 
local  news  of  interest 
to  Afiican  Americans. 

The  investors  be¬ 
hind  the  purchase  of 
the  Defender  and  its  sibling  weekly  newspapers  in 
Detroit,  Pittsburgh,  and  Memphis,  Tenn.,  are  an 
eclectic  group  of  Chicago  and  Denver  businessmen 
led  by  a  Sengstacke  relative  and  former  Defender 
president,  Tom  Picou.  It  includes  John  Sengstacke’s 
son,  Robert;  Kurt  Cherry,  who  made  unsuccessful 
solo  bids  for  the  papers;  Greg  Mathis,  star  of  the 


The  death  of  Publisher  John  Sengstacke  (left),  examining  a  read¬ 
ership  survey  in  1952,  was  a  blow  for  the  once-powerful  paper. 
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E  &  P  NEWS 


Judge  Mathis  TV  show;  and  Sam  Logan,  the  leg¬ 
endary  publisher  who  turned  the  weekly  Michigan 
Chronicle  in  Detroit  into  Sengstacke  Enterprises’  cash 
cow,  then  quit  in  disgust  to  start  in  2000  a  competing 
weekly,  Michigan’s  FrontPage.  Real  Times  will  pub¬ 
lish  Frontpage  and  the  Chronicle,  with  Logan  running 
both.  “In  a  city  like  Detroit,”  he  said,  “where  85%  [of 
residents]  are  African  Americans,  is  anybody  going  to 
tell  me  this  city  can’t  support  two  black  newspapers?” 

Myiti  Sengstacke,  the  John  Sengstacke  daughter 


It  might  get  grungy  in  Seattle 


whose  insistence  on  continuing  roles  for  family  mem¬ 
bers  helped  sink  some  offers,  will  “become  the  admin¬ 
istrative  assistant  and  work  closely  with  Picou,”  Real 
Times  said  in  a  release.  Eugene  Scott,  the  Defenders 
most  recent  publisher,  is  now  president  of  Chicago 
Defender  Charities,  which  runs  the  Bud  Billiken 
back-to-school  event,  one  of  the  largest  U.S.  parades. 
Newsroom  reaction  to  the  new  ownership  has  been 
positive,  said  one  journalist,  who  insisted  on  anony¬ 
mity:  “Hopeful.  I  would  say  the  mood  is  hopeful.”  1! 


RIP  for  the  JOA? 


BY  JOE  STRUPP 

As  The  Seattle 
Times  jxinders 
whether  to  seek 
an  end  to  its  joint 
operating  agreement 
(JOA)  with  the  rival 
Seattle  Post-Intelligencer 
—  and  possibly  leave  the 
city  with  only  one  daily 
newspaper  —  those 
close  to  the  situation 
are  gearing  up  for 
what  could  be  a  messy 
divorce. 

Although  Times  CEO 
and  Publisher  Frank  A 
Blethen  and  e.xecutives 
^  at  the  Hearst  Corp., 
parent  of  the  P-I,  remain 
mum  on  what  may  hap- 
I  pen  if  the  Times  seeks  to 

invoke  a  provision  in  the 
I  19-year-old  J  OA  to  end 

the  agreement  prema¬ 
turely,  initial  opposition 
from  Hearst  indicates  a 
,  1  tough  fight  is  expected, 
j ,  “Hearst  is  not  going  to 
be  chased  out  of  Seattle,” 
said  one  Hearst  source 
j  I  who  requested  anony- 
1 1  mity.  “I  think  there 
;  i  could  be  a  prolonged 
[  \  struggle  if  there  is  an 
1 1  effort  to  dissolve  the 
I  ^  JOA”  Liz  Brown,  an 
administrative  officer  for 
the  Pacific  Northwest 
Newspaf)er  Guild/CWA 
Local  37082,  which  rep¬ 
resents  875  employees  at 
,  the  two  papers,  agreed. 

!  1  “I  think  opposition  is 
1 1 
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going  to  come  from  the 
community,”  she  told 
EiJP.  “Both  of  these 
employers  may  be 
surprised  by  that.” 

The  Seattle  JOA  has 
sparked  new  interest 
since  Times  executives 
announced  several 
weeks  ago  that  the  news¬ 
paper  failed  to  make  a 
profit  in  2002,  marking 
its  third  straight  money¬ 
losing  year.  The  JOA 
set  to  end  in  2083, 
stipulates  that  either 
side  may  seek  to  dissolve 
the  agreement  if  its 
newspaper  is  profitless 
for  three  years. 

Blethen,  who  has  said 
in  recent  months  that  he 
would  like  to  end  the 
JOA  claimed  he  has  not 
made  a  decision  yet. 
Hearst’s  only  official 
comment  came  in  a 
statement  indicating  it 
did  not  believe  either 


party  had  the  basis  to 
terminate  the  deal. 

Even  with  those  limited 
comments,  it’s  obvious 
Hearst  is  not  ready  to  go 
along  with  a  dissolution. 

“You  can  almost  cer¬ 
tainly  expect  a  contract 
lawsuit  between  the  two 
newspapers,”  said  W. 
Todd  Miller,  a  Washing¬ 
ton,  D.C.,  attorney  who 
has  represented  citizens’ 
groups  opposing  JOA 
terminations  in  Detroit 
and  Honolulu.  Stephen 
Lacy,  director  of  Michi¬ 
gan  State  University’s 
School  of  Journalism, 
echoed  those  views:  “It 
will  be  difficult  to  end  it 
in  a  fiiendly  manner.” 

The  actions  of  Knight 
Bidder,  which  owns  a 
49.5%  minority  stake  in 
The  Seattle  Times,  also 
may  affect  the  outcome. 
Knight  Ridder  Chair¬ 
man  and  CEO  Tony 


iAn  end  of  the  JOA 
between  the  P-I  and 
the  Times  would  rock 
the  world  of  readers 
in  the  Emerald  City. 

Ridder,  who  sits  on  the 
board  of  the  Seattle 
Times  Co.,  said  last  week 
that  no  decision  on  the 
JOA  had  been  made  at  a 
recent  board  meeting. 

Along  with  the  battle 
between  the  two  papers 
is  expected  scrutiny  by 
the  U.S.  Justice  Depart¬ 
ment’s  antitrust  division, 
which  must  approve  any 
JOA  dissolution.  “It  will 
come  down  to  how  hard 
the  Justice  Department 
wants  to  come  down  on 
it,”  said  John  J.  Flynn,  a 
law  professor  at  the 
University  of  Utah  and 
an  antitrust  expert. 

That  scrutiny  could 
include  the  Times'  claim 
that  it  actually  suffered 
three  years  of  losses, 
which  some  are  already 
questioning.  “We  have 
no  proof,”  said  the 
Guild’s  Brown.  “I  don’t 
think  it’s  a  done  deal.”  11 


Jose,  Calif.,  went  into 
the  black  for  the  first 
time  ever  in  the 
fourth  quarter, 
according  to  company 
financial  results 
released  last  week, 
the  new-media  unit’s 
operating  income 
was  $456,000  for 
the  period. 

Knight  Ridder 
Chairman  and  CEO 
Tony  Ridder 
announced  that  the 
unit’s  revenue  was 
up  31.6%,  to  $55.3 
million,  in  2002.  It 
still  lost  money, 

$8.9  million,  for  the 
year,  but  that  was 
way  down  from  its 
loss  of  $31.5  million 
in  2001. 

-  CARL  SULLIVAN 

IIB'-ULATIOII 

HITSMPIINy. 

Fighting  to  r^in 
ownership  of  The 
Sa/f  Lake  Tribune  in 
Salt  Lake  City,  a 
McCarthey  family 
group  has  sued  in 
New  Jersey  Superior 
Court  the  firm  whose 
appraisal  b  to  be 
used  in  determining 
the  final  price  for 
the  newspaper  as 
the  family  tries  to 
exercise  an  option  to 
buy  it  back. 

The  family  contends 
in  its  suit  that  Man¬ 
agement  Planning  Inc. 
(MPI)  in  PritKeton, 

N  J.,  departed  from 
“applicabie  profes¬ 
sional  standards”  in 
preparing  its  appraisal. 

MPt’s  appraisal  of 
$325  million  was 
supposed  to  be 
averaged  with  a 
$380-million  appraisal 
provided  to  the 
Tribune’s  current 
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owner,  MediaNews 
Group  Inc.  of  Denver, 
for  a  final  price  of 
$352.5  million. 

Several  family  mem¬ 
bers  described  this  as 
too  high  a  price  to  pay. 

bn  Tuesday,  the 
McCarthey  family  also 
asked  for  the  recusal 
of  a  federal  judge  who 
ruled  the  Tribune’s 
joint-operating- 
agreement  partner. 

The  Deseret  News, 
could  veto  a  purchase 
by  the  family  group. 

An  appeal  of  that 
ruling  is  pending. 

The  2-year-oid 
battle  over  the  Tribune 
started  when  the 
AT&T  Corp.  sold 
Utah's  biggest  daily  to 
MediaNews,  scuttling 
the  McCartheys’  plans 
to  buy  it. 

-  LUCIA  MOSES 

N.Y.INV[$T0B$ 


XA.Securities  Capital 
Partners  (ASCP),  a 
private-equity  invest¬ 
ment  group  in  New 
York,  said  it  has 
acquired  a  controlling 
interest  in  Westward 
Communications  in 
The  Woodlands, 

Texas,  from  a  group 
led  by  Stonehenge 
Partners  of  Columbus, 
Ohio.  The  partners 
valued  the  transaction 
at  about  $100  million. 

Westward  publishes 
61  community  news¬ 
papers  in  Texas  and 
Colorado,  including 
two  Texas  dailies,  the 
Courier  in  Conroe  and 
the  Pasadena  Citizen. 

ASCP  said  West¬ 
ward’s  management 
wilt  remain  in  place, 
including  CEO  Robert 


‘Modesto  Bee’  deals  with  buzz 


BY  JOE  STRUPP 

IT’S  DEJA  VU  ALL  OVER  AGAIN  FOR  TkE  MODESTO 

(Calif.)  Bee.  Just  months  after  it  was  able  to  shed 
its  hea\’>'  hometown  coverage  of  the  Chandra 
Levy/Gary  Condit  story,  another  — 

missing-person  case,  bizarrely, 
has  been  tossed  into  the  Mc- 
Clatchy  Co.  newspaper’s  lap.  The 
story  of  Laci  Peterson,  the 
pregnant  27-year-old  Modesto 
woman  who  disappeared  Christ¬ 
mas  Eve,  continues  to  gather 
press  attention  nationwide.  For 
the  84,751-daily-circulation  Bee, 
that  means  yet  another  media 
merry-go-round  with  rumors, 
outside  press  inquiries,  and 
stepped-up  coverage. 

“There  is  some  of  that  ‘Here  we 
go  again,’  especially  as  more  me¬ 
dia  descend  on  our  community,” 
said  Executive  Editor  Mark 
Vasche,  who  has  three  of  his  Three  Modesto  Bet 

30  reporters  on  the  story  most  days,  similar  to 
the  Levy/Condit  coverage.  “We  spend  a  lot  of  time 
just  answering  the  phone  [dealing]  with  rumors. 


contacts  from  psychics,  and  people  asking  what’s 
new.”  Vasche  said  editors  and  reporters  did  learn 
some  things  from  the  Levy  case  that  make  this  story 
easier  to  handle,  however,  such  as  forbidding  re- 


BY  MARK  FITZGERALD 

CHICAGO 


WITH  ITS  $550,000 

settlement  last  week 
of  the  lawsuit  filed  by 
Lany  Beaupre,  former  editor  of 
The  Cincinnati  Enquirer, 
Gannett  Co.  Inc.  is  left  with  one 
last  legal  entanglement  from  the 
newspaper’s  disastrous  1998 
investigation  into  Chiquita 
Brands  International  Inc. 

Just  as  Gannett  was  settling 
Beaupre’s  claims  that  the  chain 
unfairly  set  him  up  as  a  scape¬ 
goat  for  the  Chiquita  fiasco,  the 
U.S.  District  Court  in  Cincinnati 
cleared  space  on  its  spring  calen¬ 
dar  for  the  lawsuit  against  the 
Enquirer  by  George  Ventura,  a 
former  Chiquita  lawyer  who  was 
fingered  by  the  expose’s  lead 
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Three  Modesto  Bee  staffers  work  amid  the  recent  swarm  of  out-of-town  media. 

days,  similar  to  porters  to  appear  on  camera  for  broadcast  interviews 
end  a  lot  of  time  ;  and  sticking  to  a  strict  anonymous-sourcing  rule  that 
g]  with  rumors,  i  allows  unnamed  sources  only  in  rare  situations.  11 


quickly  to  avoid  legal  trouble. 
Gallagher  was  fired  and  the 
paper  on  three  consecutive  days 
ran  above-the-fold  apologies 
that  “renounced”  the  series.  The 
Enquirer  also  agreed  to  pay 
Chiquita  $14  million. 

Beaupre  was  reassigned  to 
Gannett  headquarters,  and  later 
fired  after  filing  his  lawsuit 
Tara  Connell,  Gannett  director  of 
public  affairs,  said  the  settlement 
with  Beaupre  was  structured  as 
$200,000  in  severance  and 
$350,000  in  legal  fees. 

Beaupre,  who  is  now  manag¬ 
ing  editor  of  The  Tribune  and 
The  Scranton  Times  in  Penn¬ 
sylvania,  has  not  commented  on 
the  settlement  and  did  not  return 
a  phone  message.  But,  in  an 
e-mail  message  to  his  staff,  he 
wrote,  “I  am  luqjpy  to  report  that 
the  lawsuit  has  been  settled  to 
my  satisfaction,  and  I  can  close 
this  ugly  chapter  of  my  life.”  H 
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reporter  as  the  one  who  showed 
him  how  to  illegally  access  the 
company’s  voice-mail  system. 

Ventura  accuses  the  news¬ 
paper  of  breaking  promises  to 
keep  his  identity  secret  A  federal 
magistrate  last  fall  recommend¬ 
ed  atrial  proceed  on  three  of 
Ventura’s  sue  legal  claims.  The 
trial  judge  is  mulling  requests 
from  Ventura  to  reinstate  two 
claims  and  from  the  Enquirer 
to  dismiss  the  case  entirely. 

Shortly  after  the  explosive 
package  of  two  dozens  articles 
appeared  on  May  3, 1998  — 
alleging,  among  other  things, 
that  the  company  endangered 
workers  and  tolerated  drug 
smuggling  on  its  ships  — 
Chiquita  discovered  the  illegal 
access  and  the  Enquirer  acted 
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Soldier-artist 

remembered 

Vets  and  peers  admired  Bill  Mauldin 

BY  DAVE  ASTOR 

IN  1999,  TWO  SEPTUAGENARIAN  LEGE;NDS  SPOKE 
at  the  National  Cartoonists  SocieU’  meeting  in 
San  Antonio  —  editorial  cartoonist  Bill  Mauldin 
and  “Peanuts”  creator  Charles  M.  Schulz. 

Mauldin,  who  died  Wednesday  at  81,  would  outlive 
Schulz  by  nearly  three  years.  But  on  that  spring  day  in 
Texas,  Schulz  was  healthy  and  Mauldin  was  visibly 
struggling  with  the  Alzheimer’s  disease  that  would 
eventually  kill  him.  He  spoke  haltingly,  often  losing 
his  train  of  thought  and  lapsing 
into  long  silences. 

Then  Schulz  approached  the 
podium  to  help.  He  tried  to 
complete  some  of  Mauldin’s 
sentences,  and  spoke  glowingly 
about  the  work  of  the  two-time 
winner  of  the  Pulitzer  Prize. 
Schulz  embodied  two  groups  — 
Bill  Mauldin  cartoonists  and  World  War  II 

veterans  —  who  greatly  admired  Mauldin. 

The  vets  (of  which  Schulz  was  one)  loved  Mauldin 
for  his  weaiy-  “Eveiyman”  soldiers  Willie  and  Joe.  And 
cartoonists  admired  Mauldin  for  his  art,  humor,  and 
pointed  commentarv’.  It’s  not  surprising  that  Schulz 
would  have  Snoopy  offer  a  root-beer  toast  to  Mauldin 
in  many  of  his  Veterans  Day  comics  —  the  originals  of 
which  he  would  often  send  to  Mauldin  as  gifts.  And 
the  cartoonists  in  San  Antonio  that  day  e.xpressed 
their  regard  for  Mauldin  by  encouraging  him  as  he 
attempted  to  speak,  showing  him  dog-eared  copies  of 
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.  .  forever  and  ever,  amen— hit  the  dirt.” 

his  books  they  had  brought,  and  talking  about  the 
impact  of  his  work. 

Mauldin  did  manage  to  make  a  few  coherent 
comments  at  the  meeting.  “I  decided  after  being  in  the 
Army  for  a  short  while  that  it  needed  reforming,  so 
I  set  about  reforming  it,”  said  the  cartoonist.  "Gen. 
Patton  wanted  me  throwm  into  jail,  but  I  had  too 
many  low-ranking  friends !  ” 

The  New’  Mexico  native  was  by  no  means  perfect. 
WTien  interviewed,  he  could  be  gruff  —  and  his 
personal  life  was  marked  by  more  than  one  divorce. 
But  he  was  a  courageous  nonconformist,  whether 
it  involved  bucking  militarv’  brass  or  fighting  for 
ownership  of  his  cartoons.  11 


Three  out  of  four  ain't  bad  in  04  earnings 


BY  LUCIA  MOSES 


N  reporting 

fourth-quarter 
earnings  last  week  told  a 
good  storv',  for  the  most 
part.  Revenue  results 
generally  were  better 
than  expected,  building 
industrv-  confidence. 

The  nation’s  No.  2 
newspaper  publisher, 
Knight  Bidder,  reported 
earnings  per  share  (EPS) 
of  Sl.16  in  the  quarter, 
up  12%  from  a  year  ago 


and  slightly  ahead  of 
Wall  Street  estimates. 
Revenue  grew  4.6%, 
bolstered  by  stronger- 
than-expected  retail  and 
national  advertising  last 
month.  The  company 
confirmed  its  comfort 
with  earnings  estimates 
for  this  year. 

Benefiting  from 
improved  ad  trends  at 
its  newspapers,  the  E.W. 
Scripps  Co.  also  sur¬ 
passed  Q4  expectations. 
EPS  rose  48%,  to  90 


cents,  leading  the 
company  to  raise  its 
first-quarter  guidance. 
Newspaper  revenue  rose 
4.5%  as  the  company 
enjoyed  a  hike  in  profits 
under  the  Denver  joint 
operating  agreement. 

Lee  Enterprises  Inc. 
reported  EPS  rose 
27.5%,  to  51  cents,  in 
the  last  quarter.  On  a 
same-propertv’  basis, 
revenue  advanced  2.7%, 
its  largest  quarterly 
revenue  gain  in  two 


years.  Lee  also  joined  a 
corporate  trend  by 
starting  to  report  stock- 
option  grants  as 
expenses  this  year. 

Always  the  odd  duck 
of  the  industrv’,  Dow 
Jones  &  Co.  Inc. 
reported  Q4  earnings 
were  flat  compared  with 
last  year,  although  better 
than  earlier  estimates. 
Still,  revenue  declined 
8%  and  the  company 
was  vague  on  the  2003 
outlook,  citing  a  lack  of 
“meaningful  business- 
to-business  advertising 


McMaster  and  Chief 
Operating  Officer  J. 
Tom  Graham. 

ASCP  Managing 
Director  Paul  Rossetti 
said  the  papers  serve 
more  than  900,000 
households  in  all. 

-  CARL  SULLIVAN 

DAILIEnUPER 


■T^Tewsprint 
consumption 
by  U.S.  daily  news¬ 
papers  rose  2.8%,  to 
728,000  metric  tons, 
in  December,  but  fell 
1.4%,  to  8.43  million 
tons,  for  all  of  last 
year,  according  to 
preliminary  figures 
from  the  Newspaper 
Association  of 
America.  Revised 
figures  show  usage 
edging  up  0.3%  in 
November. 

Publishers’  stocks  in 
December  increased 
1%,  to  925,000  tons, 
a  38-day  supply 
(preliminary),  follow¬ 
ing  November's 
increase  of  0.1%,  to 
901,000  tons,  also 
a  38-day  supply 
(revised). 

-  LUCIA  MOSES 

60NE,BIITNIIT 


John  David  Ybrk, 
78,  retired 

pistol-packing  reporter 
and  columnist  for 
The  Charlotte  (N.C.) 
Observer,  died  Jan. 

20. ...  John  Rex 
Lokey,  87,  longtime 
owner  and  publisher 
of  the  weekly  Johnston 
County  Capital- 
Democrat  in  Tisho¬ 
mingo,  Okla.,  died 
Jan.  19.  -  30  - 
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EOPLE 


BY  JAMIE  SANTO 
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FLORIDA 


Terry  Eberle 


Teny  Eberle;  53,  vice  president  and  editor  of 
The  Indianapolis  Star,  has  been  named  exec¬ 
utive  editor  of  Florida  Today  in  Melbourne. 
Eberle  succeeds  Derek  Osenenko  (see  box, 
below).  Both  newspapers  are  owned  by 
Gannett  Co.  Inc.  Eberle  was  executive  editor 
of  The  News-Press  in  Fort  Myers  from  1995  to 
2001.  Since  joining  Gannett  in  1971,  he  has  since  served  as  the 
top  editor  for  a  number  of  papers,  including  the  Chronicle- 
Tribune  in  Marion,  Ind.,'and  The  Times  in  Shreveport,  La. 


Linton  Daily  Citizen 


1-69  cute  thniu^  a> 

.r  ^-.Reporter 
.  I|HIl  ii'  jo 

-gm- 1 


Community  Newspaper  Holdings,  Inc. 

has  sold 

Spencer  (lA)  Daily  Reporter 

(daily  circulation  4,000) 
and  associated  non-daily  publications 

Linton  (IN)  Daily  Citizen 

(daily  circulation  4,000) 
to 

Rust  Communications 

We  are  pleased  to  have  represented 
Community  Newspaper  Holdings,  Inc.,  in  this  transaction. 
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FLORIDA 

Johann  Vaz  to  vice  president/director  of 
technology  and  chief  technology  officer 
at  the  South  Florida  Sun-Sentinel  in  Fort 
Lauderdale  from  director  of  computer- 
systems  engineering  for  Chicago-based 
Tribune  Broadcasting. 

Stephen  Buckley  to  assistant  managing 
editor/world  at  the  St.  Petersburg  Times 
from  national  reporter. 

Tim  Nickens  to  assistant  managing  editor/ 
metro  from  metro  editor. 

MISSOURI 

Brian  Steffens  to  executive  director  of  the 
Columbia-based  National  Newspaper 
Association  from  interim  executive 
director.  Before  joining  NNA’s  staff,  he 
had  been  an  independent  industry  analyst. 

NEW  YORK 
Robert  Tiernan  to  senior  editor  for 
technology  and  enterprise  at  Newsday 
in  Melville  from  technology  editor. 
Mohamad  Bazzi  to  Middle  East  bureau 
chief  from  U.N.  correspondent.  He  will 
be  based  in  Cairo,  Egypt,  and  Jerusalem. 

OHIO 

Crystal  B.  Price  to  director  of  community 
relations  for  the  E.  W.  Scripps  Co.  in 
Cincinnati  from  assistant  vice  president 
at  Fifth  Third  Bancorp  in  Cincinnati. 

TEXAS 

Wesley  R.  Turner,  president  and  publisher. 
Fort  Worth  Star-Telegram,  elected  president 
of  the  Texas  Daily  Newspaper  Association. 
Donnis  Baggett,  editor  and  publisher. 

The  Eagle,  Bryan,  elected  vice  president. 


NEW  JERSEY 

Derek 
Osenenko 

to  executive 
editor  of  the 
Courier-Post  in 
Cherry  Hill  from  executive 
editor  of  Florida  Today  in 
Melbourne.  Osenenko  succeeds 
William  C.  “Skip”  Hidlay, 
now  executive  editor  and  vice 
president  for  news  at  the 
Ashury  Park  Press  in  Neptune. 
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THE  SAN  FRANCISCO 
CHRONICLE  LEADS  THE  WAY 
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In  fact,  our  circulation  is  up  in  all  three 
I  categories  —  daily,  Saturday  and  Sunday. 

Over  the  past  12  months  we  have  published 
more  stories  of  impact,  provided  more  solid 
reporting,  created  more  reader-friendly  features 
and  improved  our  home  delivery  service. 

All  of  which  clearly  makes  The  San  Francisco 
Chronicle  more  appealing  to  our  readers.  And 
that’s  important  to  us  —  and  to  the  advertisers 
and  communities  we  serve. 
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EDITORIAL 


If  another  Gulf  War  comes,  the  press  must  confront  Pentagon 
spinning  —  and  its  own  history  of  fabrication  and  gullibility 


F 


OR  THE  TITLE  OF  HIS  MEMOIR  OF 
life  as  a  foreign  correspondent, 


live  from  the  “hallowed  ground”  of  a  sup¬ 
posed  “friendly  fire”  incident  in  Afghanistan 


Edward  Behr  chose  the  question  j  that  the  Pentagon  has  no  record  of,  U.S. 


he  said  he  heard  a  BBC  reporter 
repeatedly  shout  while  weaving  through  a 
crowd  of  Belgians  being  evacuated  from  the 
Congo  during  a  violent  rebellion  in  the 
early  1960s:  Anyone  Here  Been  Raped  and 
Speaks  English? 

The  cringe-provoking  image  dates  back 
to  events  now  only  dimly  recalled  in  the 
West,  when  a  world  press  enfevered  by  the 
Cold  War  rushed  to  chronicle  brutality  in  a 
place  called  Katanga.  But 
withjoumalists  and  their  GivCll  t 

employers  deep  into  „  , 

preparations  for  war  in  Oi  ITICQ 

another  faraway  land  of  it^S  3.  W< 
which  we  know  little,  the 
press  would  do  well  to  any  tru 

reflect  on  the  arrogance,  f*  m  p  r  f 

degradation,  and  ignorance  ® 

encapsulated  in  that  foreign  the  bat 
correspondent’s  question. 

For  while  news  organizations  so  far  have 
been  remarkably  effective  lobbying  a 
reluctant  White  House  and  Pentagon  in 
advance  for  meaningful  access  to  U.S. 
military  operations  in  Iraq,  the  press  has 
been  almost  entirely  silent  about  its  own 
wartime  responsibilities.  Considering  its 
sordid  history  when  rejxirting  war,  this 
lack  of  introspection  is  not  reassuring. 

When  it  comes  to  disseminating  mis¬ 
information,  myth-making,  and  fabrication 
during  wartime,  the  press  over  the  last 
century  or  so  has  nearly  as  much  to  account 
for  as  the  military.  From  the  Yellow  Press 
correspondents  who  prepared  for  the 
Spanish-American  war  by  inventing  atro¬ 
cities  in  Cuba  to  Geraldo  Rivera  reporting 


Given  the  facts 
of  media  life, 
it’s  a  wonder 
any  truth  ever 
emerges  from 
the  battlefield. 


I  journalists  in  foreign  wars  have  wildly 
I  misreported  events  because  of  careerism 
I  or  carelessness,  ideology  or  ignorance, 
i  macho  posturing  or  mere  pigheadedness, 
i  War  bewitchingly  combines  two  fatal 
I  attractions  for  even  the  best  reporters:  an 
especially  hysterical  brand  of  pack  journal¬ 
ism  that  substitutes  groupthink  for  reason 
—  and  a  cornucopia  of  dramatic  stories  that 
are  too  good  to  check  and,  anyway,  may 
well  be  impossible  to 
le  facts  check.  Add  to  these 
, .  „  age-old  temptations  a 

a  lire,  passel  of  white  House  and 

nder  Pentagon  briefers  pitching 

a  white  noise  of  fact-free 
;n  ever  sound  bites,  and  it’s  a  won- 
„  der  any  truth  ever  emerges 

from  the  battlefield. 

lefield.  There  may  be  some 

marginal  improvement  in 
j  journalists’  working  conditions  this  time 
1  around.  News  organizations  that  were 
!  forced  to  endure  high-handed  restrictions 
j  in  Grenada,  Panama,  Kuwait,  and,  to  some 
I  extent,  Afghanistan  may  get  real  access  in 
i  Iraq.  Equally  important,  a  high  percentage 
of  correspondents  have  had  proper  training 
j  for  combat,  and  their  employers  are  placing 
j  a  sound  emphasis  on  their  safety. 

!  But  the  one  last  preparation  the  press 
!  must  make  is  to  confront  its  own  ongoing 
j  legacy  of  war  reporting  stained  by  the 
i  journalistic  sins  of  omission  and  commis- 
j  sion.  Unless  the  press  engages  in  that  self- 
j  examination,  it  will  be  taking  into  combat 
i  an  arrogance  that  may  again  sabotage  the 
I  brave  work  of  its  best  practitioners. 
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Each  week,  PARADE  engages  in  A  Conversation  With  America7  reaching  more  than  75  million  readers  through  our 
unique  brand  of  informative,  engaging  journalism  and  expert  advice.  To  have  a  conversation  about  newspapers,  . 
jfall  RANDY  SIEGEL  at  (212)  450-0980  or  e-mail  randy_siegel@parade.com.  . 
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All  eyes  on  Iraq:  The  U.S.  Army  focuses  its  attention 
on  Saddam  Hussein  as  it  conducts  maneuvers  in  the 
Kuwaiti  desert,  south  of  the  Iraqi  border,  on  Dec.  22. 


As  public  opinion  swirls, 
the  press  must  dig  deeper 
for  answers  to  key 
questions  surrounding 
the  likely  attack  on  Iraq  ^ 


BY  GREG  MITCHELL 

WITH  JOE  STRl/pP  AND  DAVE  ASTOR 
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SMOOTH  RAMP-UP  TO  WAR,  OR 
slippeiy  slope?  Now  that  the  Super 
Bowl  and  Golden  Globes  are  over, 
Americans  are  finally  ready  to 
debate  an  attack  on  Iraq.  Yet, 
as  Michael  Getler,  The  Washington  Post’s 
ombudsman,  observed  recently,  “Whatever  was 
proper,  there  now  seems,  to  me  at  least,  a  sense 
of  unreality  about  this  moment”  and,  worse,  “as 
a  citizen,  and  a  consumer  of  news,  I  don’t  feel 
prepared.”  Much  of  the  fault  for  this  rests  with 
the  officials  planning  the  war,  who  have  not  fully 
explained  the  reasons  for  it,  but  no  small 
measure  also  resides  with  U.S.  newspapers. 

Now,  with  polls  showing  rising  doubts  about  the  wisdom  of  a 
war  at  this  moment,  examines  some  of  the  issues  the  press 
should  —  indeed,  must  —  confront  before  the  bombs  start 
falling.  Also,  we  describe  some  surprising  views  from  the  board- 
rooms,  from  the  editors’  lairs,  and  from  the  journalistic  trenches. 


The  story  so  far 

Nearly  everyone  Ef^P  talked  to  last  week,  on  all  sides  of  the 
issue,  agrees  the  prelude  to  war  has  been  exceedingly  difficult  to 
cover.  “It  is  much  tougher  these  days  because  the  desire  to 
control  is  greater,”  observes  David  Halberstam,  who  first  came 
to  fame  covering  the  Vietnam  War  for  The  New  York  Times.  “I 
think  the  press  has  done  well  asking  questions.  But  most  people 
who  have  Vietnam  in  their  bones  are  uneasy  about  this  war.” 

Phil  Bronstein,  who  covered  the  Persian  Gulf  War  for  the  San 
Francisco  Examiner  and  now  edits  the  San  Francisco  Chronicle, 
says:  “News  is  managed  more  than  ever  by  very  smart  and 
shrewd  people.  We’ve  done  a  relatively  good  job  of  getting 
through  that,  but  there  is  a  lot  we  don’t  know  and  a  lot  we  are  net 
finding  out.  A  lot  of  questions  are  being  asked,  but  they  are  not 
being  answered.” 

Still,  press  coverage  overall  has  been  “as  aggressive  as  you  can 
be  on  a  subject  that  is  complicated  and  closely  held,”  says  Bill 
Keller,  columnist  for  The  New  York  Times.  “I  think  newspapers 
have  learned  their  lesson  from  the  Gulf  War:  not  to  let  yourself 
be  too  dependent  on  the  mihtary  handlers.”  Howell  Raines,  the 
Times'  executive  editor,  explains,  “We  approach  this  story  with 
the  full  knowledge  that  the  military  is  not  always  forthcoming.” 

This  has  led  to  a  reliance  on  leaks,  making  Howard  Kurtz, 
The  Washington  Post’s  media  critic,  nervous:  “I  continue  to  be 
amazed  at  all  the  specific  leaks  about  timing  and  war  plans. 
Sometimes  the  press  is  all  but  sending  Saddam  an  AOL  insUmt 
message  on  the  week  and  time  an  invasion  might  take  place.” 

As  with  so  many  press  issues,  where  you  sit  depends  on  where 
you  stand,  politically.  'Those  who  favor  a  pre-emptive  strike  on 
Saddam  Hussein  tend  to  feel  coverage  so  far  has  been  fine  (with 
a  few  caveats),  while  opponents  of  a  quick  war  find  fault 

Washington  Post  Writers  Group  columnist  George  F.  Will, 
for  example,  believes  newspaper  coverage  “has  been  amazingly 


AlfJA  NIBDRINOHAUS/AP  PHOTO 


Covering  mAQ 


thorough,”  adding  that  he  doesn’t  think  any 
major  questions  or  issues  have  been  missed 
in  a  “long,  stately  march  to  what  is  in 
essence  an  optional  war.”  This  is  all  the 
more  surprising,  he  tells  us,  because  “news¬ 
papers  have  been  used  by  two  groups  of 
people;  the  Bush  administration  sending 
signals  to  Saddam  Hussein,  and  opponents 
of  tlie  war  —  in  timeless  Washington  fash¬ 
ion  —  using  the  press  as  a  bulletin  board  for 
their  anxieties.” 

Paul  Gigot,  editorial  page  editor  of  The 
Wall  Street  Journal,  agrees  “coverage  has 
been  like  always,  some  hits  and  some  miss¬ 
es,  but,  by  and  large,  an  American  news¬ 
paper  reader  has  a  pretty  good  idea  what  is 
going  on  —  the  debate,  the  stakes,  the  risks. 
There  has  been  very  good  coverage.”  Even 
the  antiwar  movement,  he  says,  has 
“gotten  ample  space,  in  The  New  York 
Times  for  sure.” 

Others  with  more  doubts  about  the  war 
express  considerable  criticism  of  the  press’ 
performance. 


to  see  a  little  more  awareness  in  those 
stories  of  how  much  stagecraft  is  involved.” 

David  Shaw,  media  writer  for  the  Los 
Angeles  Times,  says  simply:  “It  seems  the 
outstanding  question  is,  ‘Why  Iraq  and  not 
North  Korea?’”  Reeves  feels  there  should 
be  more  focus  on  how  President  Bush  is 
personalizing  his  anger  at  Saddam  Hussein 
into  a  need  for  war.  “There  has  been  very 
little  coverage  of  the  worldview,”  observes 
Schell.  “We  have  been  pretty  hermetically 
sealed.  It  revolves  too  much  around 
Washington  as  the  Sun.  Other  arguments 
are  hardly  equal.” 

For  Mark  Jurkowitz,  media  critic  for 
The  Boston  Globe,  “the  story  that  has  been 
missed  is  the  mood  of  the  country.  I  don’t 
get  a  sense  of  how  it  is  playing  in  Peoria. 
How  does  the  average  guy  sitting  around 
the  dinner  table  feel  about  it?  I  think 
Americans  are  very  ambivalent  about 
this  war.  It  is  not  an  easy  story  to  tell. 

The  level  of  response  to  the  war  is  so 
nuanced,  it  can’t  be  summed  up  in  a  sound 


Arianna  Huffington  Howard  Kurtz 

Columnist,  Media  Critic. 

Tribune  Media  Services  The  Washington  Post 


Universal  Press  Syndicate  columnist 
Richard  Reeves  says  coverage  has  been 
“generally  pro-war.”  One  reason,  he  notes, 
is  that  “war  is  a  great  story  —  interesting, 
challenging,  and  great  for  journalists’ 
careers.  It’s  like  military  leaders  whose 
careers  are  usually  advanced  when  there’s 
a  war.  To  get  medals,  you  need  war.” 

“Newspapers  have  been  a  little  on  the  flat 
side  in  terms  of  giving  all  dimensions  of 
views,”  says  Orville  Schell,  dean  of  the 
Graduate  School  of  Journalism  at  the 
University  of  California  at  Berkeley.  “Where 
is  the  debate,  aside  from  the  occasional 
Op-Ed  piece?  There  is  timidity  at 
appearing  unpatriotic.” 

Pressing  the  issue 

Asked  to  provide  examples  of  questions 
that  have  not  been  raised  —  or  pursued 
erratically  —  nearly  everyone  has  a  favorite. 

The  one  thing  that  “can  be  laid  at  the 
doorstep  of  all  papers  is  a  tendency  to 
take  the  leaks  at  face  value,”  says  The 
New  York  Times'  Keller.  “It  would  be  nice 


Paul  Gigot 

Editorial  Page  Editor. 
The  Wall  Street  Journal 


Ruben  Navarrette 

Columnist.  The  Dallas 
Morning  NewsfWPWG 


j  casualties.  Sitting  on  a  desk  somewhere  in 
;  the  Pentagon  is  a  computer  printout  listing 
j  projected  American  casualties  for  a  range  of 
I  Iraq  invasion  scenarios.  Unfortunately, 

I  these  vital  figures  are  the  only  numbers  that 
haven’t  been  part  of  the  war  debate  —  or 
*  the  press  coverage.  The  fact  is,  the  number 
i  of  Americans  in  favor  of  going  to  war  with 
I  Iraq  plummets  when  the  prospect  of 
!  thousands  of  American  casualties  is 
!  added  to  the  question.” 

Life  dll ri ng  ica rti m e 

I  No  matter  what  their  views  on  the 
I  wisdom  of  war  at  this  time,  nearly  all  the 
[  observers  have  concerns  about  what 
i  coverage  will  be  like  if  and  when  it  breaks 
I  out.  For  U.S.  correspondents  in  Iraq,  “it 
wouldn’t  be  like  Ernie  Pyle  in  a  Jeep  right 
behind  the  troops,”  Will  says,  noting  that, 
with  “precision  weapons”  and  other  tools  of 
modem  warfare,  it  can  be  “hard  to  know 
i  where  the  front  line  is.” 

If  there  is  a  war.  Reeves  is  pessimistic 


bite  and  a  lot  of  people  have  not  worked 
out  in  their  own  minds  how  they  feel.” 

;  The  Post’s  Kurtz:  “Some  papers  by  their 
i  own  admission  haven’t  devoted  as  much 
i  attention  as  they  should  to  the  antiwar 
I  voices  out  there  that  are  forming  a 
significant  minority  against  invading  Iraq. 
Journalists  are  sometimes  lulled  by  political 
consensus  when  both  the  White  House  and 
Congress  have  signed  on  to  a  potential  war. 

I  It  is  harder  to  judge  the  antiwar  movement 
;  than  in  the  Vietnam  days  when  it  cut  such  a 
I  wide  swath  across  society,  but  that  isn’t 
I  much  of  an  excuse.  The  press  needs  to  be 
I  careful  about  reflecting  all  sides.” 

■  Leonard  Pitts  Jr.,  columnist  for  The 
j  Miami  Herald  and  Tribune  Media  Services 
I  (TMS),  agrees  that  while  newspapers 
!  have  been  mostly  thorough  and  objective, 

!  “Maybe  they  have  been  a  little  bit  lax  in 
I  covering  the  antiwar  movement.  There’s 
I  a  tendency  to  slough  it  off  and  treat  it  as 
a  sideshow.” 

His  TMS  colleague,  Arianna  Huffington, 
i  cites  “the  lack  of  reporting  on  potential 


Leonard  Pitts  Jr.  George  Will 

Columnist.  Columnist, 

The  Miami  WefaW/TMS  Washington  Post  Writers  Group 


about  how  the  media  will  perform.  “We’ll 
cover  only  what  they  let  us  see,”  he  says, 
adding  that  the  U.S  government  will  put  a 
positive  spin  on  everything.  If  the  truth 
ev'entually  comes  out.  Reeves  adds,  it  will  be 
“too  late,”  as  when  it  was  learned  the 
Patriot  missiles  that  supposedly  performed 
so  well  in  the  Gulf  War  didn’t  intercept  very 
many  Scud  missiles  after  all. 

To  illustrate  this  blinkered  military 
mind-set,  he  cites  what  he  calls  “Kelly’s 
Law”  —  first  postulated  when  Reeves  was 
in  Honduras  during  the  Iran-Contra  era  of 
the  1980s.  Coming  upon  a  roadblock  set  up 
by  Honduran  soldiers,  Reeves  observed  a 
U.S.  Army  truck  driven  by  a  Sgt.  Kelly.  Two 
C-47  planes  came  flying  over  the  moun¬ 
tains,  and  20  paratroopers  dropped  from 
each  plane.  “What’s  that  about?”  Reeves 
asked  Kelly.  “What’s  what  about?”  Kelly 
replied.  “The  paratroopers!”  Reeves  said. 
“What  paratroopers?”  Kelly  answered. 

If  a  war  occurs,  Pitts  sees  “battles 
between  military  censors  and  newspapers.” 
He  also  feels  newspapers,  like  society  in 
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general,  tend  to  “rally  around  the  govern¬ 
ment  in  times  of  war.  There’s  a  sensitivity 
toward  not  writing  anything  that  jeopardizes 
the  government’s  aims  or,  especially,  the 
safety  of  the  troops.  But  while  that’s 
important,  newspapers  can’t  abdicate  their 
responsibility  to  be  the  askers  of  skeptical 
questions  —  especially  when  there’s  so  much 
doubt  internationally  and  in  this  country 
about  whether  this  war  is  necessary.” 

Ruben  Navarrette  of  The  Dallas  Morning 
News  and  Washington  Post  Writers  Group, 
on  the  other  hand,  says  the  United  States 
“has  a  duty  to  disarm  Saddam,  preferably 
with  the  help  of  others,  but  alone  if  we  must,” 
and  so  he’s  concerned  about  “boomer” 
coverage  of  the  war.  “I  don’t  think  we’ll  ever 
return,  in  the  post-Vietnam  era,  to  the  time 
when  someone  would  do  what  ‘Scotty’ 

Reston  did  during  the  Cuban  missile  crisis  — 
sit  on  a  story  for  the  good  of  national  security 
and  U.S.  interests.  That’s  so  over.  With 
boomers  in  charge,  the  tendency  is  to  assume 
the  government  is  lying  and  go  from  there.” 

That  does  not  sit  well  with  him:  “Far  more 
important  than  whether  they’re  liberal  or 
conservative  is  what  generation  they  [the 
reporters]  belong  to.  The  remaining 
journalists  of  the  post-World  War  II 
generation  might,  in  covering  a  war,  be  more 
inclined  to  assume  that  our  leaders  think 
they’re  acting  in  the  best  interests  of  the 
country.  But  the  vast  majority  of  journalists 
are  boomers,  and  they’re  more  likely  to  doubt 
whatever  they’re  told  and  assume  the  worst. 
They  can’t  shake  off  the  demons  of  Vietnam. 
...  The  few  Gen-Xers  out  there,  I  hope,  will 
be  willing  to  look  at  war  against  Iraq  through 
their  own  lens  without  that  baggage.” 

But  Norman  Solomon,  Creators  Syndicate 
columnist,  sees  this  quite  differently. 
“Experience  tells  us  that  once  the  Pentagon’s 
missiles  start  to  fly,  the  space  for  critical 
assessments  and  dissent  in  U.S.  news 
media  quickly  contracts,”  says  Solomon. 
“Journalists  get  caught  up  in  the  war 
fever  —  their  careers  may  benefit,  but 
journalism  suffers.” 

And  many  journalists  will  pull  their 
punches,  Solomon  adds.  “In  contrast  to 
state  censorship,  which  is  usually  easy  to 
recognize,  self-censorship  by  journalists  is 
rarely  out  in  the  open,”  he  says.  “In  the 
highly  competitive  media  environment, 
you  don’t  need  to  be  a  rocket  scientist  or  a 
social  scientist  to  know  that  dissent  does 
not  boost  careers.  This  is  especially  true  in 
times  of  war.  The  rewards  of  going  along  to 
get  along  are  clear.  So  are  the  hazards  of 
failure  to  toe  the  line.”  0 


Battle- 

tested: 

Daniel 
Ellsberg  on 
operations  in 
Vietnam’s 
Rach  Kien 
province,  in 
December 
1966  or 
January 
1967.  Less 
than  five 
years  later, 
Henry 
Kissinger 
would  call 
him  “the 
most 

dangerous 
man  in 
America.” 


Q-and-A:  Daniel  Ellsberg 


Telling  truths  when  it  counts 

The  Pentagon  Papers  source  says  coverage  of  current 
crisis  reminds  him,  uneasily,  of  the  press  and  Vietnam 


Daniel  Ellsberg  has  never  been  ajoumalist, 
but  he  is  one  of  the  most  important  figures  in 
the  history  of  American  journalism.  His 
release  of  the  Pentagon  Papers  in  1971  not 
only  sparked  a  landmark  freedom-ofthe- 
press  case,  it  changed  journalism forever, 
ushering  in  an  era  of  “leaks,”  whistle-blowers, 
and  general  skepticism  about  official 
statements.  His  book.  Secrets;  A  Memoir 
of  Vietnam  and  the  Pentagon  Papers,  was 
published  to  much  acclaim  last  fall.  Ellsberg 
is  uniquely  quedified  to  address  the  issue  of 
the  media  and  war:  as  a  former  Marine,  a 
Rand  Corp.  analyst,  and  an  adviser  to 
Robert  McNamara,  Clark  Cliffoi  d,  and 
Henry  Kissinger  on  Vietnam  —  not  to  men¬ 
tion  as  one  of  the  most  famous  newspaper 
sources  in  history.  E&P  Editor  Greg  Mitchell 
interviewed  Ellsberg,  who  has  long  lived  in 
the  San  Francisco  Bay  Area,  last  week. 

WTiat  do  you  think  of  press  coverage  of 
the  ramp-up  to  the  Iraq  war? 

People  used  to  ask  me,  at  the  time  of 
the  Pentagon  Papers,  how  the  press  was 
covering  Vietnam,  and  I  would  respond 
that  I  could  put  it  two  ways:  they  were 
doing  badly,  but  better  than  any  other 
institution  in  society  —  or  they  were 


doing  better  than  any  other  institution  in 
society,  but  badly. 

Back  then,  the  press  only  looked  good 
compared  to  the  administration’s  account 
of  itself,  which  was  awful  from  beginning  to 
end,  and,  compared  to  Congress,  which 
only  once  held  a  real  hearing  on  the  war. 
Dissenters  within  the  administration  be¬ 
haved  badly,  too.  They  understood  the  war 
was  heading  for  disaster,  and,  without  ex¬ 
ception,  including  me,  did  not  break  ranks. 

With  Vietnam,  the  press  accepted  the 
government’s  view  until  very  late  in  the 
game,  [to  a]  large  extent  until  the  Pentagon 
Papers  came  out.  The  public  felt,  “Why  are 
we  learning  this  stuff  only  now?”  Many  of 
those  documents  were  with  officials,  and 
they  knew  the  story.  The  public  wondered, 
“Why  is  the  story  of  actual  government 
decision-making  still  a  secret?” 

Talking  to  [President]  Nixon,  H.R. 
Haldeman,  his  chief  of  staff,  paraphrased  a 
staff  colleague’s  judgment  of  the  impact  of 
the  Pentagon  Papers  after  the  first  two 
days  of  reporting  on  them  by  The  New  York 
Times:  “[0]ut  of  the  gobbledygook  comes 
a  very  clear  thing:  you  can’t  trust  the 
government;  you  can’t  believe  what  they 
say;  and  you  can’t  rely  on  their  judgment. 
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And  the  implicit  infallibility  of  presidents, 
which  has  been  an  accepted  thing  in 
America,  is  badly  hurt  by  this,  because  it 
shows  that  people  do  things  the  president 
wants  to  do  even  though  it’s  wrong,  and 
the  president  can  be  wrong.” 

The  White  House  aide  Haldeman  was 
quoting  was  Donald  Rumsfeld.  Whether 
Rumsfeld  himself  has  kept  that  lesson  in 
mind  isn’t  clear.  Has  the  press? 

I’m  not  sure  if  the  press  learned  from 
Vietnam  how  to  do  better.  In  any  case,  the 
press  as  a  whole  is  not  doing  it  better  now. 

What  exactly  do  they  need  to  do  better? 

They  are  not  doing  the  job  that  should  be 
done  on  informing  themselves.  Congress, 
and  the  public  on  the  decision-making 
process,  the  dissenting  positions  within  the 
government,  and  the  real  considerations  in 
the  decision.  Without  that.  Congress  and  the 
public  cannot  bring  pressure  to  bear,  before 
the  bombs  drop.  _ 

Still,  they  are  getting 
more  leaks.  Many  in  the 
Pentagon,  CIA,  and  State 
Department  see  this  may 
be  a  reckless  war  and 
that  many  may  die  need¬ 
lessly.  We  do  know  much 
more  than  we  did  at  a 
comparable  time  with 
Vietnam.  And,  as  in  past, 
the  foreign  press  is 
reporting  much  more 
adequately  than  the  U.S. 
press  —  and  the  U.S. 
press,  as  before,  is  largely 
ignoring  that. 

Do  editors  and  pub¬ 
lishers  feel,  individually, 
that  they  understand  the 
reasons  we  are  going  to 
war,  and  the  conse-  Ellsberg,  then  wor 

quences?  And  if  they  are  Johnson  in  1967, 
basing  their  own  under¬ 
standing  on  what  is  being  put  out  by  the 
government,  then  they,  and  their  readers, 
don’t  understand  it  very  well  at  all.  I  suggest 
that,  just  as  in  Vietnam,  when  the  bombs 
start  dropping,  the  American  public  will 
be  entering  this  war  with  a  very  limited 
2  understanding  of  why  we  are  at  war  and 
“  what  the  consequences  will  be  in  both  the 
S  short  and  long  terms. 

1  Thirty  years  later,  Americans  are  still 

«  asking  why  we  went  to  war  in  Vietnam  and 
stayed  at  war.  Of  course,  the  American 

2  presidents  gave  answers  at  that  time  —  and 
o  we  are  still  looking  for  better  answers. 
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What  diflFerences  do  you  see  between 
today’s  Iraqi  crisis  and  Vietnam? 

One  difference  with  Vietnam  in  ’64  is: 
we  now  know  we  are  headed  to  a  big  war 
with  a  lot  of  troops.  But,  still,  the  public 
feels  it  will  be  short  and  cheap,  like  the 
Gulf  War,  Kosovo,  and  Afghanistan.  They 
expect  that  model.  Why?  Has  the  press 
failed  to  pursue  other  scenarios?  The 
administration  has  mainly  conveyed  what 
its  top  civilian  leaders  seem  to  believe  — 
or  want  us  to  believe  —  that  this  war  can 
be  as  quick  and  cheap  as  those  examples. 
There  seems  to  be  no  military  leader  who 
has  that  same  confidence. 

It  could  go  like  that,  but,  as  I  saw  in 
Vietnam,  in  war  the  uncertainties  are 
extreme.  To  be  confident  of  any  outcome 
is  naive  or  foolish.  The  press  could  step 
into  this  breach  by  aggressively  probing 
for,  and  reporting,  the  views  of  dissenters 
who  clearly  abound  in  the  Pentagon, 


good  picture,  which  includes  links  to  pieces 
in  mainstream  papers  such  as  the  Los 
Angeles  Times,  The  Boston  Globe,  the  St. 
Louis  Post-Dispatch,  and  elsewhere. 

Why  has  the  press  had  such  a  hard 
time  getting  at  the  truth,  as  you  see  it? 

There  is  as  much  lying  going  on  as  in 
Vietnam,  as  in  Iran-Contra,  as  in  the 
Catholic  Church  sex  scandal,  as  in  Enron 
—  you  can’t  have  more  lying  than  that,  and 
that’s  how  much  we  have.  Are  American 
officials  peculiar  in  this?  No,  worldwide,  all 
government  officials  lie,  as  I.F.  Stone  said, 
and  everything  needs  to  be  checked  from 
other  sources  of  information.  And  anything 
they  say  may  be  a  big  lie.  That  was  true  in 
Vietnam,  and  the  Pentagon  Papers  proved 
that,  if  nothing  else. 

So  it  is  irresponsible  for  anyone  in  the 
press  to  take  your  understanding  exclu¬ 
sively  from  government  accounts,  from  the 
president  or  secretary  of 
defense  or  lower-level  offi¬ 
cials.  That  definitely 
includes  backgrounders 
that  purport  to  be  the  “real” 
inside  story.  Just  as  press 
conferences  are  a  vehicle 
for  lying  to  the  public, 
backgrounders  are  a  vehicle 
for  lying  to  the  press, 
convincing  the  press  they 
are  getting  the  inside  story 
when  all  they  are  getting  is  a 
story  that  is  sellable  to  the 
press.  That  doesn’t  mean 
that  everything  they  say  is 
false,  but  that  nothing  is  to 
be  relied  on  as  the  actual  or 
whole  truth. 


Ellsberg,  then  working  in  the  Pentagon,  shakes  hands  with  President  Lyndon  Baines 
Johnson  in  1967,  his  only  face-to-face  meeting  with  LBJ.  Lady  Bird  Johnson  is  at  right. 


CIA,  and  State  Department. 

But  aren’t  many  revealing  stories  now 
appearing?  And  how  does  the  average 
editor  take  advantage  of  that? 

Thanks  to  the  Internet  and  links  to 
skeptical  or  analytical  pieces  all  over  the 
U.S.  and  world,  it  is  possible,  with  some 
work,  to  actually  get  a  pretty  clear  picture 
of  the  real  reasons  for  the  war  and  the 
deceptiveness  of  the  official  reasons  and 
the  costs  and  risks  of  the  war.  They  are  out 
there,  but  scattered.  Going  to  a  site  like 
www.antiwar.com,  and  others,  you  get  a 


So  what  exactly  are  the 

Jon  Baines  press 

son  is  at  right,  should  be  examining 
more  deeply? 

The  first  lie  is:  Saddam  represents  the 
No.  1  danger  to  U.S.  security  in  the  world. 
To  allow  the  president  and  Rumsfeld  to 
make  that  statement  over  and  over  is  akin 
to  them  saying  without  challenge  from  the 
press  that  they  accept  the  flat-earth  theory. 
To  say  Saddam  is  the  No.  1  danger  is 
being  made  without  real  challenge  from 
the  press,  with  few  exceptions.  More 
dangerous  than  al-Qaida?  North  Korea? 
Russian  nukes  loose  in  the  world?  An 
India- Pakistan  nuclear  war? 

I’m  impressed  by  the  testimony  of  Gen. 
Anthony  Zinni,  Bush’s  mediator  in  the 
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Middle  East,  who  said  he’d  place  Saddam 
sixth  or  seventh  on  any  list  of  dangers  we 
face.  The  question  is,  are  we  helping  our 
cause  against  threats  one  through  five  by 
going  after  number  six  or  seven? 

Two:  That  we  are  reducing  the  threat  of 
the  use  of  weapons  of  mass  destruction  by 
attacking  Iraq.  This  is  one  of  the  most 
dangerous  assertions  since  all  evidence  is 
that  we  are  increasing  the  threat  of  such 
terrorism  by  the  attack,  as  CIA  Director 
[George]  Tenet  said  in  his  letter  to 
Congress.  Tenet  said  the  danger  is 
very  low  that  Saddam  will  use 
weapons  if  not  attacked  and  fairly 
high  if  he  is  attacked. 

Three:  The  reason  we  are  singling 
Saddam  out  is  that  he  cannot  be 
contained  or  deterred,  unlike  other 
leaders  in  the  world,  and  again  this  is 
largely  unchallenged  by  the  main¬ 
stream  press.  No  one  brings  out  the 
following  point:  This  is  a  man  wiio 
had  weapons  of  mass  destruction, 
including  nerve  gas,  and  missiles 
capable  of  hitting  Israel  and  ready  to 
go  in  the  1991  war  —  which  he  does 
not  now  have  —  and  he  kept  his 
finger  off  the  button.  So  how 
unreliable  is  he  if  not  on  the  brink 
of  being  deposed  or  killed? 


What  specific  questions  are  not 
being  asked  or  not  asked  often 
enough  by  the  press? 

One  question  the  press  is  not 
asking:  Is  there  a  single  high  militaiy 
man  who  believes  this  war  should 
happen  now,  that  it  is  appropriate 
and  [the]  risks  worthwhile?  Every 
indication  leaking  out  is  that  most 
feel  that  it  is  far  from  certain,  even 
unlikely,  that  the  war  will  be  as  short  j^, 
and  successful  as  the  civilian  bosses 
say.  Wliat  are  we  gaining  here  that  is 
worth  the  chance  of  a  disastrous  outcome? 
The  military’  chiefs  do  not  agree  with 
civilians  in  the  Pentagon  as  far  as  we  can 
tell.  And  does  anyone  in  State  or  the  CIA 
strongly  favor  war? 

Another  question  not  asked  is:  What 
do  we  do  if  Saddam  launches  chemical 
weapons,  nerve  gas,  etc.,  against  invading 
U.S.  troops?  Based  on  my  years  of 
experience  within  government  and 
familiarity  with  such  scenarios,  let  me  say 
I  am  certain  we  have  contingency  plans 
for  use  of  nuclear  weapons  in  response  to 
a  successful  use  of  gas  against  our  troops.  I 
would  say  there’s  a  significant  chance  that 


we  will  respond  by  initiating  nuclear  war. 

So  you  should  press  officials  hard.  Ask: 
“Under  what  conditions  would  you  use 
nuclear  weapons?  Are  there  plans?  Have 
targets  been  picked?”  Ask:  “Are  there 
nuclear  weapons  in  that  region  right  now?” 

There  must  be  a  public  discussion  of 
how  serious  we  are  in  possibly  using 
nuclear  [weapons].  But  officials  don’t 
want  to  do  that  fearing  it  will  scare  the 
public  and  our  allies  who  may  think  they 
are  out  of  their  minds.  In  fact,  they  are 
smart  guys  —  who  are  out  of  their  minds. 


Ellsberg  in  Boston  on  June  28,  1971,  with  his  wife,  Patricia, 
just  before  being  arrested  for  releasing  the  Pentagon  Papers 


Another  question,  about  how  the  oil 
reserves  play  out  in  this  —  has  that  issue 
been  /?/////  explored  for  the  American 
public,  and  have  thev  weighed  it  adequate¬ 
ly?  Again,  if  you  read  the  foreign  press, 
you’ll  see  a  lot  of  serious  discussion  of  a 
“war  for  oil,”  and  even  the  pros  and  cons  of 
that,  and  I  don’t  see  that  in  the  American 
press.  So  the  public  is  not  being  asked  to 
address  a  powerful  motive  for  this  war. 

What  about  the  possible  loss  of 
Iraqi  lives? 

The  lesson  the  government  learned 
from  Vietnam  is  to  rely  on  bombing 
rather  than  troops,  no  matter  what  the 
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cost  to  civilian  life,  and  at  high  altitudes. 
Second,  keep  the  American  public  in  the 
dark  as  to  how  many  foreigners  we  are 
actually  killing.  In  this  case,  before  we 
start  killing  Iraqi  soldiers,  the  press  needs 
to  address,  do  we  have  the  right  to  kill  all 
of  these  people,  especially  civ’ilians?  Have 
they  threatened  us  in  a  way  that  they 
de.serv'e  to  be  killed? 

Have  editors  ever  asked  how  many  we 
killed  in  the  Gulf  War?  Have  you  ever  seen 
a  number  on  that?  We  never  really  even  got 
good  figure  in  Vietnam.  In  Vietnam,  early 
on,  I  was  pressing  for  estimates  of 
civilian  casualties  of  bombing.  Over 
and  over,  I  was  asking  the  embassy 
consul  in  Vietnam,  and  later  [Henry] 
Kissinger  in  1969,  to  undertake  that: 
what  is  the  range  of  estimates?  The 
Bush  administration  docs  not  want  to 
answer  that  question  now,  but  the 
press  has  got  to  get  that  out. 

How  can  the  press  draw  more 
“w  histle-blow  ers”  out? 

We’re  getting  more  leaks  than  ever 
before,  but  I  have  the  impression 
that  competitiveness,  which  is  very 
healthy  in  many  ways  for  a  free  press, 
has  another  side  to  it  —  people  in 
newspapers  are  reluctant  to  build  on 
or  give  credit  to  someone  else’s 
scoop.  When  someone  comes  up 
w’ith  a  major  revelation,  I  look  for 
other  papers  to  mention  that  or  build 
on  it,  and  instead  they  tend  to  leave 
it  as  an  exclusive.  They  don’t  want  to 
appear  to  be  placing  second  fiddle 
or  following  on.  So  a  reader  only  gets 
the  particular  scoop  in  his  paper 
rather  than  the  larger  picture,  which 
.  .  is  why  they  can  get  ftdler  picture  via 
'  Internet  links  or  the  foreign  press. 

I  believe  we  do  not  have  enough 
unauthorized  disclosures.  What  we  call 
leaks,  nine  times  out  of  10,  are  authorized, 
within  the  practice  of  “information 
management”  in  the  government.  When 
Rumsfeld  complains  about  leaks,  he 
means  only  the  ones  he  did  not  authorize. 

Far  from  being  content  with  the 
number  of  unauthorized  leaks,  the 
press  should  be  asking  themselves, 

“How  can  we  increase  that  and  improve 
the  timing  —  before  the  bombs  start  and 
the  Congress  has  a  chance  to  react?” 

All  ofticials  know  12  reasons  they 
should  not  tell  the  truth.  They  could  be 
made  more  aware  of  the  potential  effect 
of  saving  lives  {continued  on  page  29} 
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PUZZLE  FEATURES  SYNDICATE 

The  Finest  in  Daily  and  Sunday  Crosswords 
Call  (800)  2924308/(909)  929-1169 


-ANNOUNCEMENTS- 


_ EDUCATION _ 

WORLD  JOURNALISM  INSTITUTE 

Are  you  interested  in  being  a  Christian  jour¬ 
nalist?  The  World  Journalism  Institute  has  a 
number  of  journalism  courses  scheduled 
throughout  the  year  in  New  York  City,  Wash¬ 
ington,  DC,  Los  Angeles  and  Asheville,  NC. 
Academic  credit  is  available.  Check  us  out  at 
www.woridji.com  We  may  be  right  for  you. 

NEWSPAPER  APPRAISERS 

WHATS  YOUR  PAPER  WORTH?? 

Free  Confidential  Valuation  at 
www.mediamergers.com 
W.B.  Grimes  &  Co.,  (301)  253-5016 
America’s  leading  appraisers  -  Est.  1959 

NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 


BOLITHO  MEDIA  SERVICE 
THOMAS  C.  BOLITHO 
“A  tradition  of  service  to 
community  newspapers’ 

(580)  421-9600 
P.O.  Box  1985,  Ada.  OK  74821 
www.bolitho.com 

GAUGER  MEDIA  SERVICE.  INC. 

Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 

“GR^EGGkT  KNOWLES 
Knowles  Media  Brokerage  Services 
Appraisals,  Sales,  Acquisitions,  Mergers 
(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 

MEDIA  AMERICA  BROKERS 

The  Pinnacle,  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta,  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 

Lon  W.  Williams 

NEWSPAPER  APPRAISERS 


Brokers  and  appraisers  for  80  years 

Thousands  of  papers  sold  and  appraised  since  1923 
Confidential  appraisals  for  estate,  ESOP,  bank,  stock,  assets. 

John  C.  rihb  *  Jim  Hicks 

Tom  Karavakis  •  Gary  Greene  I  1^  I 

&  associates 


Publication  Brokerage  A  Appraleei 


104  East  Main,  Suite  402,  Bozeman,  MT  59715  •  (406)  586-6621  •  FAX  406-586-6774 


NEWSPAPER  BROKERS 

Leader  in  Sale 
of  Community  n 

Newspapers 

Check  our  references 

(214)  265-93W)  rS^r.^ 
Kickcnbacher  IVledia 


America’s  Leading  Brokers  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Doug  Hebbard,  Midwest 
(847)  356-7675 
John  Szefc,  Northeast 
(845)  291-7367 

Stephen  Klinger,  Southwest/West 
(505)  524-0122 

Biil  Eubank,  Southwest/South/Plains 
(832)  594-8263 
www.mediamergers.com 


NEWS  makes  the  difference. 


www.editorandpublisher.com 


NEWSPAPERS  FOR  SALE 

EAST  TEXAS  WEEKLY,  growing  area, 
large  beautiful  lake,  larger  towns  nearby, 
metro  two  hours  away.  Bill  Berger,  Associ¬ 
ated  Texas  Newspapers,  (512)  476-3950, 
1801  Exposition,  Austin,  TX  78703. 


For  a  list  of  Properties,  for  sale  go  to 
www.mediamergers.com 
W.B.  Grimes  &  Co.-  Est.  1959 

NEW  ENGLAND 

Regional  Healthcare  Monthly 
Established  20  years.  Owner 
Retiring.  $199,000 
Editor  &  Publisher,  Box  3204 
770  Broadway  7th  FI,  New  York,  NY  10003 

TABLOID-SIZE  MONTHLY  in  Big  Bend  of 
Texas  seeks  buyer  to  expand  readership, 
advertising  to  wider  region.  Marathon  Gazette 
began  publication  two  years  ago  and 
was  2002  finalist  in  Dallas  Press  Club 
awards  for  “best  neighborhood  newspaper 
under  15,000  circulation."  A  desert  town 
with  thriving  artisfs  community  near  Big 
Bend  national  park.  Marathon  was  named 
38th  on  Men’s  Journal  list  of  “50  best 
places  to  live  in  U.S.”  in  March  2002.  Call 
(915)  386-9011  for  further  Information. 


NEWSPAPERS  FOR  SALE 


NICHE  MARKET,  WELL  established,  low 
overhead  newspaper  in  South  East  Florida. 
$150,000.  Owner  retiring.  Contact 
Jack  Zollinger  at  (239)  596-8200  or  visit 
www.vrnaples.com. 

NEWSPAPERS  WANTED 

WANTED  TO  PURCHASE:  Smalltown 
newspapers  with  paid  circulation  4,000  or 
above  by  award-winning  non-public  group 
that  will  treat  your  employees  and  your 
community  as  well  as  you  have  done. 

Box  2036,  Editor  &  Publisher 
770  Broadway,  7th  FI,  NY,  NY  10003 


-EQUIPMENTS  SUPPLIES- 


_ MAILROOM _ 

BUY/SELL/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelber^all 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax:  (256)  997-9656 


NEWSTEC,  INC 

Specializing  in  Inserters  and 
Post  Press  Controls  ■  •  Installation 
•  Spare  Parts  •  Buy/Sell  used  Inserters 
Terry  Connors,  Vice  President  of  Sales 
Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
tconn3317@aol.com 


DONT  SELL  YOUR  PRESS 
Until  You  Contact 

Newman  International,  L.L.C. 

Web  Press  Sale 

“Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses’ 
PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845;  KING  Process  Color 
or  Daily;  GOSS  Community  Urbanite 
Metro;  SOLNA  D30  C% 

Tel:  (913)  648-2000 
Fax:  (913)  648-7750 

^LLING,  REBUILDING, 
CUSTOMIZING  and  INSTALLING 
newspaper  presses  since  1910 

INLAND  NEWSPAPER 
MACHINERY  CORPORATION 

For  a  complete  list  of  presses 

(913)  492-9050  or  (913)  492-6217 

www.inlandnews.com 

WEB  PRESSES  &  AUXILIARIES 

www.graphicmachinesales.com 
(815)6484611  or  fax  (815)  6482856 


-INDUSTRY  SERVICES- 


CIRCULA'nON  SERVICES 

CIRCUUTION  III  PROMOTIONS.  INC. 

Your  telemarketing  partner  into  the  21st 
century!  Bob  Price:  (949)  760-3939 
Circulationiii.com 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Cutting-Edge  Technology 
Horace  Southward/Enc  Soultiward 
(800)  9508475 
www.metro-news.com 

EDWARDS  Inc 

Serving  newspapers  since  1952 

Telemarketing 

100%  pre^iaid  subscriptions  -  specializing 
In  EasyPay  auto  debit  orders 
Buddy  0.  Dennis  (619)  2998700 
Fax:  (619)  2998739 
Email:  Buddy@greinc.com 

HEADLINE  PROMOTIONS.  INC. 

ColdCalling  Specialists. 
Programs  Include: 

•  Starts  •Stop-Saver  •  Verificaticn 

(800)  2609923 
Dennis  Mc(^illan 

LEVIS 

ALL  YOU  NEED  TO  KNOW 
ABOUT  NEWSPAPER 
TELEMARKETING 

Starts/NIE  Fundraising/Stop  Saver 
(800)884-9511 
Emal:  thelevisco@aol.com 

MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  Qualify  plus 
Quantify  sales!  Phone:  (732)  7385100 
FAX:  (732)  7385115 
E-mail:  mpi@marfcetingplusinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 

PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  7768397 

WWW.PROSTARTS.COM 

WESTP^  DIRECT 

Intelligent  Circulation  Marketing 

www.westparkdirect.com 

COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 

_ CONSULTANTS _ 

FACING  THE  SPANISH  BOOM 

Circulation  challenged  by  a  surge  of 
Spanish  in  your  zone?  The  top  experts  in 
U.S.  Spanish-language  publishing  can  help, 
regardless  of  size.  Newsroom,  publishing 
and  business  solutions  our  trademark.  Ref¬ 
erences  include  largest  chains,  span- 
ishsolutions@hotmail.com  (305)361-0881. 
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-INDUSTRY  SERVICES-. 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Dally  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)657-2110 


TRAINING 


HISTORICALLY  BUSINESSES  MAINTAINING 
or  increasing  their  advertising  in  a 
weakened  economy  actually  enjoy  greater 
short  and  long  term  prosperity.  The  same  is 
true  in  sales  training.  Allow  ProMax  Training 
&  Consulting,  the  newspaper  specialists,  to 
demonstrate  how  effective  results  oriented 
training  can  be  implemented  immediately  to 
maximize  your  newspapers  productivity, 
profits  and  people.  Call  Mary  Ann  at  (913) 
341-2242  or  visit  us  at  our  website: 
www.promaxtraining.com 


-HELP  WANTED- 


ADMINISTRAXrVE 


BIG  SKY  OPPORTUNITY 

Yellowstone  Newspapers,  Montana’s 
largest  family-owned  community  newspaper 
group,  is  seeking  applicants  for  a  compa¬ 
ny-wide  position:  Vice  President,  Sales  and 
Operations.  Candidates  should  have  sales 
and,  hopefully,  general  newspaper  manage¬ 
ment  background.  Human  resources,  finance, 
web  printing  and  corporate  or  group 
experience  helpful.  Position  reports  to  pres¬ 
ident/owner  of  the  company,  and  is  based 
in  scenic  Livingston,  MT  area,  50  miles 
north  of  Yellowstone  Park-  in  the  heart  of 
northern  Rockies  fly  fishing,  hunting,  skiing 
country.  Compensation  and  benefits  com¬ 
petitive.  Send  resume  and  salary  require¬ 
ments  to:  John  Sullivan,  President,  Yellow¬ 
stone  Newspapers,  P.O.  Box  2000,  Living¬ 
ston,  MT  59047  or  E-mail: 

execoffice@livent.net 


GENERAL  MANAGER  needed  for  daily  news¬ 
paper  located  in  Southwest  Louisiana.  Mail 
resume  and  cover  letter  to:  General  Manager 
Louisiana  State  Newspapers,  Inc.  P.  0. 
Box  4033-C  Lafayette,  LA  705024033 
E-mail:  darrell@tmch.com 


PUBLISHER  wanted  for  east  coast  business 
weekly  newspaper.  Seeking  highly  moti¬ 
vated  individual  to  grow  small  operation. 
Terrific  opportunity  for  Advertising  profes¬ 
sional.  Send  resume  and  salary  requirements 
to  Box  3197,  Editor  &  Publisher 
Classified,  770  Broadway,  7th  Floor,  NY, 
NY  10003  or  E-mail  ecnpprv@aol.com. 


“Happiness  lies  in  the  joy  of 
achievement  and  the  thrill  of 
creative  effort.” 

-  Franklin  Delano  Roosevelt 


-HELP  WANTED- 


ACADEMIC  _ ACADEMIC 


DEAN,  SCHOOL  OF  JOURNALISM  AND  MASS  COMMUNICATION 
Florida  International  University,  Miami,  Florida 

The  Position:  Florida  International  University,  a  leading  doctoral  research  institution, 
seeks  applications  and  nominations  for  the  position  of  Dean,  School  of  Journalism 
and  Mass  Communication.  The  successful  candidate  will  be  an  energetic,  innovative, 
progressive,  academically  and  professionally  respected  individual  who  possesses 
the  following  characteristics: 

•  An  academic  record  that  would  warrant  an  appointment  as  a  Full  Professor  in 
the  School 

•  Credibility  with  both  the  scholarly  and  professional  dimensions  of  the  School 

•  Proven  track  record  of  fundraising  and  grantsmanship 

•  Sensitivity  to  Latin  America 

•  Exceptional  leadership,  management  and  communication  skills 

■  Commitment  to  a  professional  orientation  within  the  school 

■  Extensive  senior  experience  in  academic  administration 

The  candidate  we  seek  must  be  skilled  at  collaborative  processes  and  possess  an 
enthusiasm  for  a  variety  of  academic  and  professional  endeavors.  The  candidate  will 
be  expected  to  provide  effective  leadership,  develop  partnerships  with  academic  and 
professional  constituencies,  and  aggressively  pursue  development  opportunities. 

The  Dean  serves  as  the  chief  administrative  officer  of  the  school,  reports  directly  to 
the  Provost/Vice  President  for  Academic  Affairs,  and  serves  as  a  member  of  the 
Council  of  Deans.  This  12-month  position  carries  a  competitive  salary  and  benefits. 

The  School:  The  School  of  Journalism  and  Mass  Communication  has  more  than 
1400  undergraduates  and  nearly  100  graduate  students.  The  school  has  been  fully 
accredited  by  the  Accrediting  Council  on  Education  in  Journalism  and  Mass  Communication 
(ACEJMC)  since  1991  and  is  a  free-standing  academic  unit  within  the  university.  In  me¬ 
dia-rich  Miami,  the  school  is  a  program  of  emphasis  at  the  university.  It 
has  a  strong  professional  orientation  and  stresses  teaching  and  writing  excellence. 
The  school  also  has  an  exemplary  record  in  attracting  external  funding.  It  has  been 
recognized  as  one  of  the  10  premiere  graduate  programs  in  public  relations  in  the 
United  States,  and  was  named  one  of  23  premier  programs  in  undergraduate  public 
relations.  Six  of  its  graduates  have  won  the  Pulitzer  Prize  in  whole  or  in  part,  two  of 
them  twice.  Its  innovative  enterprises  include  its  International  Media  Center,  which  is 
a  major  force  in  training  journalists  in  Latin  America,  along  with  its  school-vinde  writing  pro¬ 
gram  and  the  Institute  for  Public  Opinion  Research. 

The  University:  Florida  International  University,  one  of  America’s  most  dynamic 
public  institutions,  serves  Southeast  Florida,  the  state,  the  nation,  and  the  international 
community  by  creating  new  knowledge  through  teaching,  research,  and  public 
service.  As  a  Carnegie  classification  ‘doctoral/research  extensive’  university,  FlU 
!  offers  more  than  175  baccalaureate.  Master’s  and  doctoral  degree  programs  in  280 
'  majors  through  16  colleges  and  schools  to  students  nationwide  and  from  more  than 
130  foreign  countries.  Founded  in  1972,  FlU  currently  enrolls  33,000  students.  With 
its  strong  history  of  diversity  and  minority  representation  among  its  students,  faculty, 
and  administrators,  FlU  ranks  in  the  top  1%  in  campus  diversity  among  all  U.S.  universities. 
For  further  information,  please  visit  www.fiu.edu. 

Deadline  and  Contact  Information:  Confidential  inquiries,  applications,  and  nominations 
are  invited.  To  ensure  their  full  consideration,  applications  and  nominations 
should  be  received  as  soon  as  possible.  Review  of  applications  will  begin  on  March 
i  15,  2003.  Nominations  should  include  candidate  contact  information.  Applications, 
which  should  include  a  letter  explaining  relevant  experience,  a  current  resume,  and  a 
list  of  at  least  3  references  should  be  directed  to: 

Dr.  Joyce  Elam 

Executive  Dean,  College  of  Business  Administration 
Ryder  Business  Building  RB  310 
Florida  International  University 
Miami,  FL  33199 

Phone:  (305)  348-2754  Fax:  (305)  348-3278  Or  E-mail:  Joyce.Elam@fiu.edu 


ADMINISTRATIVE 


GENERAL  MANAGER 

The  Pioneer  Group,  a  progressive  north¬ 
western  Michigan  publishing  group  is  seeking 
experienced  person  to  assume  the  position  of 
General  Manager  of  the  Manistee 
News  Advocate  and  its  associated  west- 
shore  publications. 

Ideal  candidates  will  possess  a  strong  work 
history,  reflecting  leadership,  motivational 
and  interpersonal  skills,  and  will  be  able  to 
lead  a  management  team  toward  a 
common  goal.  A  strong  community- 
customer  focus  is  essential. 

The  News  Advocate  is  a  daily  newspaper  lo¬ 
cated  on  the  shores  of  Lake  Michigan  in  the 
historical  Port  City  of  Manistee.  The  area  is 
a  fishing  and  hunting  mecca,  a  paradise  for 
the  water-lover  and  boasts  a  progressive 
school  system.  The  GM  position,  which 
could  lead  to  that  of  publisher,  oversees 
the  six-day  daily,  the  weekly  Benzie  County 
Record  Patriot  in  Frankfort,  two  shopping 
guides  and  various  niche  publications.  Salary 
IS  commensurate  with  Inland  projections 
and  experience  and  includes  a  full  benefit 
package. 

Consider  joining  our  family-owned  employee 
friendly  company  in  beautiful  northwest 
Michigan. 

Send  letters  of  interest  and  resume  to: 

Cheryl  Rosen,  Human  Resources  Manager 
The  Pioneer  Group 

502  N.  State  Street,  Big  Rapids,  Ml  49307 
All  applications  will  be  held  confidential. 


ADVERTISING 


ADVERTISING  DIRECTOR 
The  Centre  Daily  Times,  a  Knight  Ridder 
newspaper  in  State  College,  PA,  aspiring  to 
be  one  of  the  nation’s  best  small  newspapers 
(circ  25,000,  daily  33,000  Sunday), 
needs  an  Advertising  Director  to  continue 
consistent  growth  in  market  share.  We 
were  named  2002  Newspaper  of  the  Year 
in  Pennsylvania,  and  increased  daily  and 
Sunday  circulation  in  2002.  Our  two  most 
recent  directors  received  promotions  within 
Knight  Ridder,  but  we  would  be  just  as  happy 
with  longer  tenure  here.  Preferred  candidate 
will  have  a  college  degree,  five  years 
management  experience,  newspaper  adver¬ 
tising  experience,  strong  analytical  skills 
and  a  knowledge  of  online  advertising. 

Only  qualified  candidates  send  resume  to 
Centre  Daily  Times,  Attn:  Karen  Mrsa,  3400 
East  College  Avenue,  State  College,  PA 
16801  or  E-mail  kmrsa@centredaily.com. 


ADVERTISING  MANAGER 
Immediate  opening  for  advertising  manager 
of  quality  twice-weekly,  5,20(>circulation 
newspaper  in  the  soutti-centraHllinois  com¬ 
munity  of  Vandalia.  Great  ad  management 
opportunity  for  self-starter  with  proven 
sales  abilities.  Must  be  committed  to  coach¬ 
ing  three  sales  reps  and  making  budget.  A 
Landmark  Community  Newspapers 
property.  Send  resume  and  cover  letter  to: 

Dave  Bell  at  dbell@leaderunion.com 

“Remember  alv\ays  that  you  have 
not  only  the  right  to  be  an  indi¬ 
vidual,  you  have  an  obligation  to 
be  one." 

-  Eleanor  Roosevelt 
www.editorandpublisher.com 
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-HELP  WANTED- 


ADVERTISING 


ADVERTISING  MANAGER 
Major  responsibilities  include:  directing 
sales  staff,  planning  and  developing  adver¬ 
tising  revenue  initiatives,  training  and  moti¬ 
vation  of  staff  and  production  of  sales  and 
marketing  presentations.  Must  be  experi¬ 
enced  in  the  newspaper  industry;  prefer  3 
to  5  years  experience  in  advertising  sales. 
Excellent  opportunity  to  move  up  with  a 
growing  company.  Prefer  degree  in  business, 
marketing  or  related  field,  or  equivalent  job 
experience.  Send  resume  to; 

Publisher,  Danville  Register  &  Bee 

P.O.  Box  331,  Danville,  VA  24543 

ADVERTISING  SALES  MANAGER 

Our  group  includes  a  community  daily  news¬ 
paper.  published  Monday  through  Saturday, 
two  shoppers  and  two  weekly  publications, 
and  we  are  looking  for  the  right  individual 
with  strong  leadership  capabilities  to  lead 
our  advertising  staff  of  10  sales  people  and 
support  staff. 

The  ideal  candidate  will  possess  strong  cre¬ 
ative,  organizational,  and  communication 
skills.  Individual  needs  to  be  multi-task  ori¬ 
ented,  motivating,  loyal  and  committed  to 
making  all  of  our  publications  successful. 
Must  also  be  able  to  sell,  develop  presenta¬ 
tions.  tram,  coordinate  projects,  and  main¬ 
tain  excellent  customer  relations. 
Knowledge  and  experience  in  retail  and 
classified  advertising  a  plus. 

Our  company  is  a  family  owned  communi¬ 
cations  company  with  several  other  daily, 
weekly,  and  broadcast  holdings  located  in 
Zone  5.  Position  reports  directly  to  the 
Vice  President  and  General  manager.  At¬ 
tractive  base  salary  commensurate  with  ex¬ 
perience  and  qualifications  will  be  offered  in 
addition  to  an  incentive  plan. 

Benefits  include  major  medical  and  dental 
coverage,  flex  spending  plan,  401(k)  and 
profit  sharing.  Please  send  resume  and 
cover  letter  including  salary  history  and  re¬ 
quirements  to: 

Box  3178,  Editor  &  Publisher  Classifieds 
770  Broadway,  7th  Floor 
New  York.  NY  10003 

MEDIA  SALES  DIRECTOR:  AL.COM 
This  IS  a  senior  position  located  in  the  Bir¬ 
mingham  office  reporting  to  the  CEO.  Re¬ 
sponsible  for  company  revenue  generation 
through  local  advertising  sales  and  motiva¬ 
tional  management  of  the  sales  team.  Re¬ 
quired  experience  includes  progressive  ad¬ 
vancement  in  local  media  sales  and  a  proven 
sales  track  record,  B.S.  in  Advertising, 
Marketing  or  related.  Must  possess  excep¬ 
tional  management,  leadership,  communi¬ 
cation  and  teamwork  skills.  Desire  to  work 
in  a  results-driven  organization  with  a  wide 
range  of  industries  is  required.  Please  for¬ 
ward  your  resume  to:  (205)  322.5357  or 
to:  jobs@al.com 

Obstacles  don't  have  to  stop  you. 

If  you  run  into  a  wall,  don't  turn 
around  and  give  up.  Figure  out 
how  to  climb  it,  go  through  it,  or 
work  around  it. 

-  Michael  Jordan 


.ADVERTISING 


PICTURES 
LEAD  SALES 

Reuters,  the  largest  news  organization 
in  the  world,  is  a  leading  provider  of 
up-to-the-minute,  striking  news  pictures 
to  the  world’s  media.  Our  international 
coverage  spans  breaking-news, 
sport,  business,  fashion  and  enter¬ 
tainment. 

We  are  looking  for  a  top  performer  to 
expand  our  client  base  and  sales  reve¬ 
nues  in  North  and  South  America 
working  with  clients  from  a  wide  range 
of  media  publishers  including  newspa¬ 
pers,  magazines,  web  sites  and  adver¬ 
tising  agencies. 

Must  have  7+  years  experience  in  the 
pictures  industry,  direct  sales  experi¬ 
ence,  and  excellent  connections  within 
the  magazine  and  pictures  industries. 
We  seek  excellent  communicators 
with  good  organizational  and  leadership 
skills.  Spanish  and/or  Portugese 
language  skills  preferred. 

For  a  detailed  job  description  and  to 
apply  for  this  position,  visit  us  at 
www.reuters.com/careers.  click  on 
'Americas  Jobs',  and  see  page  2 
(Sales  Specialist,  New  York,  NY). 

EOE 

REUTERS 


TELEMARKETING  MANAGER 
Individual  needed  to  manage  telemarketing 
call  center.  Ideal  candidate  will  have  experi¬ 
ence  in  all  aspects  of  telemarketing,  including 
predictive  dialers  and  data  base  marketing. 
Ability  to  motivate,  hire,  tram  and  manage  is 
required.  Strong  analytical  skills 
(Access  &  Excel)  a  plus.  Competitive  benefits. 
Send  resume  with  salary  requirements 
to  telemarketl07@aol.com.  EOE! 


ADVERTISING 


RECRUITMENT  ADVERTISING  MANAGER 
The  Courier-Journal  is  seeking  a  dynamic 
leader  to  join  our  classified  management 
staff. 

This  position  will  have  direct  responsibility 
for  recruitment  advertising  sales.  You  must 
be  able  to  develop  and  lead  your  team  to 
meet  revenue  goals,  work  well  under  pres¬ 
sure,  meet  deadlines,  and  be  able  to  motivate 
others. 

The  successful  candidate  will  have  strong 
marketing  presentations  skills,  sales  man¬ 
agement  experience  and  a  strategic  ap¬ 
proach  to  working  with  key  recruitment 
companies  and  agencies.  Two  years 
related  advertising  sales  with  a  strong  track 
record  of  revenue  growth  is  required.  A 
four-year  degree  and  background  in  media 
sales,  as  well  as  knowledge  of  the  Internet, 
and  market  research  are  preferred.  Time 
management  skills  and  the  ability  to  prioribze 
are  essential  m  this  fast  paced  environment 
as  well  as  solid  computer  and  math 
skills.  This  position  offers  a  competitive  sal¬ 
ary  commensurate  with  experience,  bonus 
program  and  full  benefits  package. 

If  you  are  a  career-minded,  high  energy, 
creative  individual  who  expects  results, 
we'd  like  to  talk  to  you  -  soon! 

Please  mail,  fax  or  E-mail  your  resume 
along  with  a  cover  letter  detailing  qualifica- 
bons,  personal  strengths  and  successes, 
as  well  as  salary  expectabons  to: 

Brenda  Waybright 
Classified  Advertising  Director 
The  Courier-Journal 
P.O.  Box  740031 
Louisville,  KY  40201-7431 
(502)  5824319 
Fax:  (502)  5824736 
E-mail;  bwaybright@couneriOurnal.com 
We  recognize  and  appreciate  the  benefits 
of  diversity  in  the  workplace.  Those  who 
share  in  this  belief  or  reflect  a  diverse  back¬ 
ground  are  encouraged  to  apply. 

An  Equal  Opportunity  Employer 


ACADEMIC 


ACADEMIC 


VISITING  ASSISTANT  PROFESSOR 
OF  JOURNALISM 


Ohio  Wesleyan  University  invites  applications  for  a  one  year,  non-tenure 
track  appointment  as  an  assistant  professor  of  journalism  beginning  in 
August  2003.  This  one-year  term  position  may  be  converted  to  a  tenure 
track  position  for  2004.  It  may  be  possible  for  the  occupant  of  the  term 
position  to  apply  for  the  tenure  track  position,  if  authorized.  The  successful  can¬ 
didate  will  be  able  to  teach  courses  in  basic  news  writing  and  reporting,  editing, 
public  affairs  reporting,  media  law  and/or  journalism  history.  The  successful 
candidate  will  also  advise  the  student  newspaper, 
which  serves  as  a  laboratory  for  the  journalism  program.  Qualifications: 
M.A.  required,  F^.D.  preferred;  at  least  three  years  of  professional  experience 
as  a  newspaper  reporter  required;  college-level  teaching 
preferred.  Please  send  letter  of  application,  resume,  syllabus,  statement 
of  teaching  philosophy  and  three  letters  of  recommendabon  to: 

Professor  Trace  Regan,  Chair,  Search  Committee 
Journalism  Department 
Ohio  Wesleyan  University 
Delaware,  OH  43015 

Ohio  Wesleyan  University  is  an  Equal  Opportunity  Employer  and  especially  invites 
applicabons  from  women  and  minoribes.  The  filing  deadline  is  March  7,  2003. 


CIRCULATION 


CIRCULATION  DIRECTOR 
Successful  New  England  seven-day  newspa¬ 
per  with  12,000  circulation  is  seeking  a  cir¬ 
culation  director  who  can  walk  in  and  get 
the  job  done.  No  room  for  rookies.  If  you 
have  the  credentials,  please  oubine  them  in 
your  cover  letter  and  resume  and  send  to: 
Box  3184,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor,  NY,  NY  10003 

CIRCULATION  DIRECTOR 
The  Produce  News,  an  Englewood  Cliffs  NJ 
based  nabonal  business  weekly  newspaper 
for  the  fresh  produce  industry,  seeks  an  ex¬ 
perienced  circulabon  person  who  is  an  expert 
in  BPA  audits,  2nd  class  postage,  air 
freight  forwarders,  circulation  promotion 
and  fulfillment.  Contact  Jack  Bricker,  Pub¬ 
lisher,  at:  (816)  822-0%0  day  or  evening. 

CIRCULATION  DIRECTOR  WANTED 
The  Antelope  Valley  Press,  published  in  the 
fast-growing  PalmdaleAancaster  area  of 
Southern  California  is  seeking  a  Circulation 
Director.  This  highly  successful  award-winn¬ 
ing  community  paper  has  approximately 
35,000  daily  and  AO, 000  Sunday 
circulabon.  The  right  candidate  is  an  expe¬ 
rienced  circulabon  manager  with  a  dedicabon 
to  subscriber  retention  through  superlative 
customer  service,  and  the  know-how 
to  acquire  and  hold  the  new  subscriber. 
This  family  owned  newspaper  offers  a  com¬ 
petitive  compensation  package  including  a 
strong  base  salary  plus  a  generous  monthly 
performance  bonus.  They  also  offer  an  ex¬ 
cellent  benefits  package.  If  you  are  interested 
please  send  resume  and  cover  letter  to 
Cherie  Bryant,  General  Manager,  Antelope 
Valley  Press,  P.O.  Box  4050,  Palmdale,  Cal¬ 
ifornia  93590  or  E-mail  information  to: 
cbryant@avpress.com 

LOOKING  for  that  next  career  move?  (k)  to 
The  Ogden  Newspapers,  Inc.  web  site  at: 
www.ogdennews.com/opportunibes 


From  the 

newsrooms 

to  the 

PRESSROOMS 

to  the 

boardrooms  - 

no  one  covers  the 
newspaper  business  like 
Editor  &  Publisher 


visit  our  website  at 


www.editoraiidpiiblisher.coiii 


(s?  visit  our  website  (9> 
www.editorandpublisher.com 
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CIRCULATION 


CIRCULATION 


CIRCULATION  ZONE  MANAGER 
The  St.  Petersburg  Times,  Florida’s  best 
newspaper,  has  an  exciting  opportunity  for 
an  experienced  manager  to  join  us  in  the 
position  of  Circulation  Zone  Manager. 

Our  Zone  Managers  manage  a  home  delivery 
staff  of  up  to  10  staffers  in  a 
geographic  area  to  achieve  excellent  sub¬ 
scriber  service,  improve  retention,  and  con¬ 
tinue  our  trend  of  circulation  growth.  Re¬ 
sponsibilities  include  recruiting,  hiring,  train¬ 
ing  and  developing  staff  to  work  as  an  ef¬ 
fective  team  or  work  group.  Budget  devel¬ 
opment  and  management,  along  with  project 
work  are  key  aspects  of  the  position. 

The  successful  candidate  will  possess  at 
least  five  years  of  progressive  management 
experience.  Sales  experience  is  helpful.  Solid 
interpersonal  and  communication  skills 
are  essential;  must  also  have  good  PC 
skills  (Word  and  Excel).  Creative  problem 
solving,  sound  judgment  and  decision  making 
skills  are  characteristics  of  the  successful 
candidate.  College  degree  or  equivalent 
management  experience  preferred. 

The  work  environment  is  both  office  and 
field;  therefore  Zone  Managers’  work 
schedules  flex  from  early  morning  to  early 
afternoon  hours. 

This  is  a  dynamic  market  with  unique  chal¬ 
lenges  that  make  it  an  exciting  opportunity 
for  the  right  person.  The  St.  Petersburg 
Times  offers  competitive  wages  and  excep¬ 
tional  benefits.  To  be  considered  a  potential 
team  member  in  one  of  the  fastest  growing 
newspapers,  please  send  your  resume  with 
qualifications  and  compensation  history  to 
the  St.  Petersburg  Times,  Job  ZM,  490  1st 
Avenue  South,  St.  Petersburg,  FL  33701, 
or  fax  to  (727)  893-8185.  Resumes  can  be 
E-mailed  to: 

resumes@sptimes.com 


RETAIL  SALES/SERVICE  MANAGER 
European  Stars  and  Stripes  is  seeking  a  Re¬ 
tail  Sales/Service  Manager  to  oversee  cus¬ 
tomer  service  and  single  copy.  Need  a 
self-starter  who  can  work  with  minimum  su¬ 
pervision.  The  right  candidate  will  have  ana¬ 
lytical  ability  to  review  the  processes  and 
recommend  efficiencies.  Must  be  a  team 
player  as  this  manager  will  be  responsible 
for  inter-departmental  operations  and  in- 
tra-departmental  relations  and  communica¬ 
tions  during  the  Department  Manager’s  ab¬ 
sence. 

Qualified  candidate  will  have  a  minimum  of 
five  years  experience  in  upper  management 
with  a  daily  newspaper.  Preferred  candidate 
will  have  a  minimum  of  three  years  experi¬ 
ence  as  Circulation  Director  with  daily  news¬ 
paper.  Ability  to  speak  fluent  German  a 
plus. 

Must  be  a  U.S.  citizen.  Requires  a  National 
Agency  Check.  Work  to  include  nights, 
weekends  and  holidays  as  necessary. 

To  apply,  submit  your  resume  to: 

European  Stars  &  Stripes 
Unit  29480,  APOAE  09211 
Attn:  Judy  Jones,  Personnel  Office 
E-mail:  jonesj@mail.estripes.osd.mil 
Fax:01149-6155601421 


“Showing  up  is  80  percent  of 
life.” 

-  Woody  Allen 


SINGLE  COPY  MANAGER  -  NEWSPAPER 
Mid  sized  seven  day  newspaper  in  Zone  2 
looking  for  a  professional,  aggressive,  and 
results  oriented  single  copy  manager  to 
take  command  of  our  street  sales,  service 
and  collections.  Candidate  should  be  fully 
experienced  in  newspaper  single  copy  and 
have  system  skills.  Must  be  able  to 
motivate.  Send  resume  and  salary  history 
to  Box  3205,  Editor  and  Publisher 
Classified,  770  Broadway,  7th  Floor,  New 
York,  NY  10003. 


SINGLE  COPY  RETAIL  SALES  MANAGER 

The  San  Diego  Union-Tribune  is  seeking  an 
experienced  Sales  Manager  to  join  our  Single 
Copy  Retail  Sales  team.  This  position 
will  support  the  sales  staff  in  achieving  and 
exceeding  circulation  sales  and  revenue 
goals  while  growing  and  enhancing 
positions  inside  retail  locations.  In  addition, 
they  will  establish  and  grow  relationships 
with  key  retailers  while  leading  a  very 
high-energy  sales  team. 

To  qualify,  you  must  have  a  minimum  of  five 
years  experience  with  progressive  responsi¬ 
bilities  specifically  in  consumer  product 
sales  management,  merchandising  manage¬ 
ment  or  retail  sales  development.  Retail 
sales  experience  must  include  merchandis¬ 
ing,  marketing  and  knowledge  of  retail  tech¬ 
nology. 

Candidate  must  be  able  to  design  and  im¬ 
plement  effective  promotions  with  retailers 
and  recruit/develop  motivated  sales  per¬ 
sonnel.  Bachelor’s  degree  in  business  man¬ 
agement,  marketing  or  related  field 
strongly  preferred;  equivalency  considered. 
Excellent  organizational,  interpersonal  and 
communications  skills  are  essential. 

Candidate  must  be  customer-focused  and 
possess  sales  planning  skills  and  prob¬ 
lem-solving  abilities.  Computer  experience 
using  Word  and  Excel  highly  desirable. 
Some  local  travel  as  needed;  valid  CA  driver’s 
license  required. 

The  San  Diego  Union-Tribune  offers  an  ex¬ 
cellent  compensation  and  benefits  package 
to  include  medical,  dental,  vision,  401(k) 
etc.  If  you  are  looking  for  a  challenging  and 
rewarding  position  then  we  invite  you  to 
submit  your  resume  and  salary 
requirements  to: 

Human  Resources  Dept. 

Job  #7-03/EP 
P.O.  Box  120191 
San  Diego,  CA  92112-0191 
Or  Email  to:  Ut.iobs@uniontrib.com 
An  Equal  Opportunity  Employer 
www.uniontrib.com 


EDITORIAL 


ASSISTANT  FEATURES/  ENTERTAINMENT 
EDITOR:  The  Press-Telegram  in  Long 
Beach,  Calif.,  a  100,000circulation  daily,  is 
seeking  an  individual  with  strong  knowledge 
of  music,  film,  theater,  art  and  celebrities 
i  and  excellent  writing  and  editing  skills. 
'  Send  resume  and  clips  to  Marlene  Greer, 
:  604  Pine  Ave.,  Long  Beach,  CA  90844. 


EDITORIAI. 


BUSINESS  REPORTER 

Crain’s  Cleveland  Business,  a  weekly  busi¬ 
ness  newspaper,  seeks  a  finance  reporter 
and  an  enterprise  reporter.  The  finance  re¬ 
porter  would  cover  public  companies  in 
Northeast  Ohio.  Candidates  must  understand 
financial  statements  and  must  be 
able  to  extract  stories  out  of  SEC  and  court 
documents.  The  enterprise  reporter  must 
be  adept  at  initiating  and  executing  stories 
of  broad  significance  to  the  business  com¬ 
munity.  A  demonstrated  ability  to  work  with 
numbers  is  required  for  both  positions.  Re¬ 
sumes  along  with  cover  letters,  clips  and 
references  can  be  sent  for  consideration  to: 
Crain’s  Cleveland  Business,  ATTN:  Mark 
Dodosh,  700  W.  St.  Clair  Avenue,  Suite 
310,  Cleveland,  OH  44113.  Or,  you  may 
send  you  information  via  E-mail  to: 
clevelandjobs@crain.com 


CITY  EDITOR:  The  Spectrum  and  Daily 
News,  Gannett  newspapers  in  Southern 
Utah,  are  seeking  a  city  editor  to  help  guide 
an  energetic  staff  of  eight  reporters  in  a 
growing  market.  The  ideal  candidate  should 
have  at  least  three  years  of  reporting  or 
editing  experience  with  a  commitment  to 
help  a  good  newspaper  become  a  great 
community  publication.  To  apply,  send  a  re¬ 
sume  and  examples  of  both  daily  and  project 
work  to  Todd  Seifert,  editor.  The  Spectrum 
and  Daily  News,  275  E.  St.  George 
Boulevard,  St.  George,  UT  84770. 

DESIGN  EDITOR:  Visually  lead  7  papers  and 
live  on  the  ocean.  Seacoast  Newspapers, 
publishers  of  the  Portsmouth  (NH)  Herald, 
seeks  a  graphics  artist/designer  who  wants 
to  make  their  mark.  This  person  must  be  a 
maestro  of  visual  storytelling.  Great  salary. 

Call:  Mike  Connelly,  Executive  Editor 
(603)610-1113 


EDITOR  sought  for  growing  11,000  daily  in 
Lake  Havasu  City,  AZ.  Strong  news  man¬ 
agement  experience  required.  Send  resume 
and  work  samples  to:  Mike  Quinn, 
publisher.  Today’s  News-Herald,  2225  W. 
Acoma  Blvd.,  Lake  Havasu  City,  AZ.  86403 
or  E-mail:  quinn@havasunews.com.  EEOE. 

ENTERPRISE  EDITOR 

The  Columbia  Daily  Tribune  (Missouri)  has 
an  opening  for  an  editor  to  coach  news 
staff  in  investigations  and  enterprise  repor¬ 
ting  projects.  Applicants  should  have  at 
least  five  years  experience  in  reporting 
and/or  editing  and  a  portfolio  that  demon¬ 
strates  experience  in  project  reporting. 
Benefits  include  401(k),  vacation  &  sick 
pay,  company  gym,  and  more!  Send 
resume  and  clips  to  Jim  Robertson,  managing 
editor,  Columbia  Daily  Tribune,  P.O.  Box  798, 
Columbia,  MO  65205.  EOE 


MANAGING  EDITOR 

sought  for  11,500-circulation  Mississippi 
daily.  Applicants  must  have  at  least  five 
years  of  newsroom  experience  or  two  years 
of  newsroom  management  and  editing  ex¬ 
perience.  Send  resume,  samples  and  refer¬ 
ences  to:  P.O.  Box  2009,  McComb,  MS 
39649,  or  Email: 

publisher@enterprise-journal.com 


EDITORIAL 


INTERNSHIPS:  Spend  next  spring  covering 
Illinois  government  and  politics  in  a  State- 
house  bureau,  mentored  by  professional 
journalists,  in  the  University  of  llli- 
nois/Springfield’s  one-year  MA  Public  Affairs 
Reporting  program.  Tuition  wavers, 
$3,000.00  stipends  during  internship.  Appli¬ 
cations  due  April  1st.  Contact:  Charlie 
Wheeler,  PAC  326,  UlS,  One  University 
Plaza,  Springfield,  IL  62703-5407.  (217) 
206-7494.  Email: 

wheeler.charles@uis.edu 
PAR  Home  Page: 

www.uis.edu/publicaffairsreporting/  EOE 


KOREA  CORRESPONDENT 
Want  to  be  a  foreign  correspondent?  Can 
you  handle  covering  the  president,  foreign 
intrigue,  spy  planes,  nuclear  submarines, 
aircraft  carriers  and  the  1.37  million  excep¬ 
tional  men  and  women  who  comprise  the 
U.S.  military?  Want  to  report  and  write 
about  exotic  and  fascinating  cultures 
around  Asia?  Join  Pacific  Stars  and  Stripes, 
the  independent  daily  newspaper  published 
for  the  U.S.  military  overseas,  serving  read¬ 
ers  in  Korea,  Okinawa,  Japan,  Australia,  the 
Philippines,  Thailand  and  other  place  you’ll 
find  U.S.  troops.  You’ll  report  on  everyone 
from  the  president  to  five-star  generals  and 
admirals,  to  the  guys  swabbing  the  decks. 
Because  we  staff  10  bureaus  around  the 
Pacific,  this  job  demands  a  self-starter, 
someone  who  is  comfortable  and  happy  to 
work  alone,  who  hits  the  ground  running 
every  day.  By  covering  a  military  “city,’'  your 
beats  will  span  from  cops  to  the 
courthouse,  the  mayor  to  the  public  works 
department.  U.S.  citizenship,  three  years  or 
more  experience  reporting  and  writing  for  a 
daily  newspaper  and  basic  news  photography 
skills  are  required.  Salary  ($35,000  to 
$45,000)  and  excellent  benefits.  HOW  TO 
APPLY:  Send  resume  by  February  7  by: 

Email  to  jobs-pss@stripes.osd.mil 
Or  FAX:  011(81-3)3403-5493 


LIFESTYLE  EDITOR 

The  Cincinnati  Enquirer  has  an  immediate 
opening  for  a  Lifes^e  Editor  to  help  reinvent 
its  core  lifestyle  coverage  (personal 
health/fitness;  relationships/family;  pop  cul- 
ture/trends;  human  interest?profiles).  We 
want  someone  with  a  fresh  outlook,  a  real 
sense  of  fun  and,  of  course,  strong  editing 
skills.  Candidates  must  have  a  minimum  of 
4  years  of  newspaper,  magazine  or  other 
communications  experience,  including  man¬ 
agement  and  editing  responsibilities,  and  a 
proven  ability  to  meet  short-  and  long-range 
deadlines.  Send  cover  letter,  resume,  URLs 
(no  print  clips)  and  list  of  7  “can’t  miss  winter 
2003“  story  ideas  to: 

Sara  Pearce,  AME  Features  and  Online 
spearce@enquirer.com 


SPECIAL  SECTIONS  EDITOR:  This  key  editor 
helps  produce  award-winning  sections  from 
our  talented  copy  desk.  If  you  like  the 
fast-paced  world  of  community  journalism 
send  a  cover  letter,  resume  and  work  sam¬ 
ples  to  David  Kennard,  Troy  Daily  News, 
224  S.  Market  Street,  Troy,  OH  45373. 
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-HELP  WANTED- 


EDITORIAL 


MANAGE  THE  BEST 

New  Times,  the  nation's  largest  publisher  of 
alternative  newsweeklies,  is  looking  for  ex¬ 
perienced  and  dynamic  editors  to  manage 
Its  papers  in  Cleveland  and  Kansas  City. 
We’re  searching  for  candidates  who  have  a 
fine  touch  with  copy,  a  firm  grasp  of  maga¬ 
zine-style  journalism,  and  the  confidence  to 
work  comfortably  with  a  staff  of  award-winn¬ 
ing  journalists.  Applicants  must  have  excel¬ 
lent  news  judgment  and  solid  management 
skills.  The  managing  editor  will  supervise 
the  day-toKtay  operations  of  the  editorial  de¬ 
partment  and  help  staff  writers  produce 
quality  news  and  feature  stories.  Exceptional 
writing  and  editing  skills  are  essential; 
the  interview  process  will  include  an  extensive 
editing  test.  New  Times  offers  competitive 
salaries  and  benefits.  Qualified  candidates 
should  send  a  cover  letter,  a  resume 
and  clips  to: 

Chrisbne  Brennan 
Executive  Managing  Editor 
New  Times 
P.O.  Box  5970 
Denver,  CO  80217 


NIGHT/WEEKENO  EDITOR 
The  Times,  the  leading  newspaper  of  North¬ 
west  Indiana  and  southeast  suburban  Chica¬ 
go,  IS  currently  seeking  a  Night/Weekend 
Editor  to  direct  nightly  newsroom 
operations  Tuesday  through  Saturday.  Indi¬ 
ana's  Blue  Ribbon  daily  paper  six  of  the  last 
10  years  and  the  state's  secondTargest 
newspaper.  The  Times  boasts  a  strong  focus 
on  zoning  for  local  content.  Applicants 
should  be  team  players  who  have  solid 
news  judgment,  newsroom  editing  experi¬ 
ence,  strong  organizational  and  managerial 
skills,  and  general  knowledge  of  contempo¬ 
rary  newsroom  production  processes.  The 
job  demands  the  ability  to  work  well  under 
pressure  in  a  fast-paced  team  environment. 
Competitive  salary  and  benefits.  If  you  fit 
these  requirements,  mail  or  fax  your 
resume  to  The  Times,  Attn:  Paul  Mullaney, 
managing  editor/operabons,  601  W.  45th 
Street,  Munster,  IN  46321;  Fax:  (219) 
933-3249. 


STAFF  WRITERS 

New  Times,  the  nation's  largest  publisher  of 
alternative  newsweeklies,  has  immediate 
openings  for  staff  writers  at  its  papers  in 
Phoenix  and  Houston.  We're  looking  for 
journalists  who  understand  the  difference 
between  magazine-style  reporting  and  the 
hurried  fact-finding  of  daily  papers.  Applicants 
for  both  positions  must  have  a  solid 
background  in  hard  news  and  be  able  to 
create  in-depth  and  compelling  stories  that 
explore  the  issues,  events  and  personalites 
of  their  community.  New  Times  publishes 
magazine-style  weekly  newspapers 
covering  local  news,  piolitics,  arts  and 
music  in  Phoenix.  Denver,  Miami,  Dallas, 
Houston,  San  Francisco,  Ft.  Lauderdale, 
Cleveland,  St.  Louis,  Kansas  City  and  Oak¬ 
land.  We  offer  competitive  salaries  and  ben¬ 
efits.  Qualified  applicants  should  send  cover 
letter,  resume  and  clips: 

Andy  Van  De  Voorde 
Execubve  Associate  Editor 
New  Times 

P.O.  Box  5970,  Denver,  CO  80217 


EDITORIAL 


The  Ames  Tribune  seeks  a  SPORTS  EDITOR 
to  lead  four-person  wrihng  staff  covering 
Big  12  prep  sports  in  Mid-lowa.  Daily  cover¬ 
age  plus  weekly  tab  magazine.  Ames  is 
home  of  the  Iowa  State  University  Cyclones, 
with  winning  women’s  and  men's  basketball 
teams  and  a  three  year  in  a  row  eligible 
football  team.  Our  sports  coverage  com¬ 
petes  head-to-head  with  the  best  sports 
coverage  in  the  state.  Strong  editing  skills 
are  expected,  as  are  knowledge  of  and  ex¬ 
perience  with  college  sports.  Send  resume, 
clips  and  cover  letter  to  David  Kraemer,  ed¬ 
itor,  Ames  Tribune,  317  Fifth  St.,  Ames,  lA 
50010. 


The  Salt  Lake  Tribune  is  seeking  qualified, 
rewedHjp  applicants  for  the 
following  positons: 

WORLD/STATE  DESK 

A  wordsmith  with  an  understanding  of  visual 
elements  and  their  proper  role  in  creating 
enticing  pages.  This  copy  editor  will  edit 
and  paginate  on  the  DTI  system  at  night 
with  ^e  possibility  of  a  four-day  work  week. 

SPORTS  DESK 

A  copy  editor  with  strong  knowledge  of 
sports  and  an  eye  for  dramatic  page 
design.  This  is  night  work  with  the 
possibility  of  limited  writing.  You  will  edit 
and  paginate  on  the  DTI  system. 

MEDICAL  REPORTER 

A  superb  beat  that  produces  national 
stories  regularly.  Salt  Lake  City  is  the  medical 
hub  of  the  Intermountain  West,  but  we 
also  want  medical  stories  humanized.  You 
will  be  covering  world-renowned  research 
and  medical  treatment  facilities  as  well  as 
those  who  get  no  care. 

CONSUMER  AFFAIRS  REPORTER 

This  wide-ranging  job  even  encompasses 
sports.  You  will  be  part  of  a  7  person  Busi¬ 
ness  Desk.  From  exposing  scams,  to  identi¬ 
fying  better  mousetraps,  to  retail  activity. 
This  IS  a  job  for  a  person  with  boundless  en¬ 
ergy  and  curiosity. 

Journalists  of  color  are  encouraged  to  apply 
for  all  of  the  above.  Salary  and  benefits 
competitive.  As  part  of  a  likeable,  profes¬ 
sional,  150person  team  that  sets  the  state¬ 
wide  news  agenda,  you  will  be  living  adjacent 
to  mountain  grandeur  with  an  outdoor 
playground  second  to  none. 

Send  letter  of  application,  resume  and  ap¬ 
propriate  clips  by  Feb.  10th  to  Julie 
DeHerrera,  secretary  to  the  editor.  The  Salt 
Lake  Tribune,  143  S.  Mam  St.,  Salt  Lake 
City,  UT  841 11. 


The  Garden  Island  Newspaper  in  Lihue,  Kau¬ 
ai,  Hawaii  seeks  a  SPORTS  EDITOR  for  daily 
coverage  of  local  sports,  pagination  of 
sports  section.  Mac  and  Quark  skills,  column 
writing.  E-mail  or  call  Chris  Cook,  editor: 
ccook@pulitzer.net 
(808)  245-3681  x.227 


EDITORIAL 


The  Asian  Wall  Street  Journal,  a  Dow  Jones 
publication,  seeks  candidates  for  the  follow¬ 
ing  position : 

ASSISTANT  EDITOR,  PERSONAL  JOURNAL 
The  AWSJ's  highly  successful  Personal  Jour¬ 
nal  section  features  articles  on  travel, 
lifestyle,  food,  wine,  the  arts  and  culture, 
society,  families,  personal  technology,  ca¬ 
reers  and  personal  finance,  and  has  its  own 
reporting  staff.  This  broad-ranging  job, 
based  m  Hong  Kong,  involves  copy-editing 
(subediting)  and  rewriting,  organizing  art, 
writing  headlines  and  captions,  and  produc¬ 
tion  work  on  QuarkXPress.  Duties  will  also 
include  some  work  on  this  business  and  fi¬ 
nance  newspaper’s  night  news  desk.  The 
successful  candidate  should  have  a  demon¬ 
strated  ability  as  a  copy  editor  and/or  editor 
and  preferably  have  experience  in  newspaper 
production  work.  Familiarity  with 
Asia,  Asian  language  skills  and  finance 
knowledge  are  a  plus.  Please  send  concise 
resumes,  listing  referees,  to: 

Stephanie  Wood 

Managing  Editor,  Personal  Journal 
The  Asian  Wall  Street  Journal 
G.P.O.  Box  9825,  Hong  Kong 
Fax:  011  (852)  25734579 
E-mail:  stephanie.wood@awsj.com 


MARKETING 


DIRECTOR  OF  MARKETING  RESEARCH 
The  Cmcinnati  Enquirer  is  seeking  a 
Director  of  Marketing  Research.  This  position 
leads  the  newspaper’s  primary,  secondary 
and  database  research  activities, 
coordinates  interdepartmental  planning  ac¬ 
tivities,  which  assist  in  identifying  the  news¬ 
paper's  critical  issues  and  target  audiences. 
Translates  research  data  into  concise  and  ef¬ 
fective  sales  materials,  and 
helps  provide  the  overall  newspaper  mar¬ 
keting  effort  with  an  external  focus  by  moni¬ 
toring  and  reporting  consumer  trends,  mar¬ 
ket  share,  and  competitive  advantage. 
Requirements  include  at  least  5  years  expe¬ 
rience  in  research  and  marketing  and  at 
least  two  years  of  successful  management 
experience.  A  college  degree  in  related 
field.  Strong  Customer  Service  Skills  and 
the  ability  to  work  well  with  people  in  all 
levels  of  the  organization.  Two  or  more 
years  experience  with  market  research 
computer  applications  preferred.  Must  pos¬ 
sess  effective  marketing  skills  including  tar¬ 
geted  segmentation,  analysis,  targeting, 
planning,  and  developing  sales  presentations. 
Please  submit  resumes  to: 

Human  Resources  Department 
The  Cincinnati  Enquirer 
312  Elm  Street,  Cincinnati,  OH  45202 
Or  Fax  (513)  7688210 
E-mail  hr@enquirer.com 
EOE 


Sometimes  our  light  goes  out  but  is 
blown  into  flame  by  another 
human  being.  Each  of  us  owes 
deepest  thanks  to  those  who  have 
rekindled  this  light. 

■Albert  Schweitzer 


POST  PRESS 


ASSISTANT  NIGHT  PACKAGING  AND 
ASSEMBLY  MANAGER 

The  Seattle  Times  has  an  excellent  opportu¬ 
nity  for  an  Assistant  Night  Packaging  and 
Assembly  Manager  to  support  our 

packaging  operations  at  our  North- 

Creek/Bothell  facility. 

The  selected  candidate  will  directly  supervise 
packaging  and  assembly  employees 

and  be  responsible  for  maintaining  a  safe, 
efficient,  cost-effective  night  operation  while 
maximizing  quality,  customer  service  and 
productivity. 

A  minimum  of  five  years  experience  manag¬ 
ing  production  or  manufacturing  employees 
preferred.  Must  have  excellent  people  skills 
and  strong  written  and  verbal  communication 
skills.  Ability  to  direct,  develop  and 
tram  a  large  diverse  workforce  and  have  a 
proven  track  record  as  a  good  deci¬ 
sion-maker.  Must  be  flexible,  a  team 
player,  able  to  meet  tignt  deadlines  and 
work  under  pressure. 

We  offer  a  challenging  professional  environ¬ 
ment  and  excellent  compensation  and  bene¬ 
fits  package.  Starting  salary  $54,000  - 
$58,000  DOE. 

Learn  more  about  our  family-owned  and  op¬ 
erated  company  at: 

seattletimescompany.com 

To  apply,  please  E-mail  or  send  your  re¬ 
sume/cover  letter  (in  a  single  WORD  docu¬ 
ment)  withjob#02-161/JSto: 

ep.resumes@seattletimes.com 

The  Seattle  Times 
Employment  #  02-161/JS 
P.O.  Box  70, 

Seattle.  WA  981 11 


Your 

communication 
link  to  the 
newspaper 
industry  every 
week 

since  1884. 


Your  communkation  link  to  the 
newspaper  industr)  ever\  week 
since  1HK4. 


WWW  editors ndpublisher.com 
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-HELP  WANTED- 


PRODUCTION/TECH 


ASSISTANT  PRODUCTION  MANAGER 
An  exciting  opportunity  exists  for  a  qualified 
Assistant  Production  Manager  to  join  The 
Post-Standard,  home  to  a  new  WIFAG  OF 
370  color  press  that  entered  full  production 
in  the  summer  of  2002.  We  are  seeking  a 
candidate  with  5-f  years  experience  in  a 
newspaper  production  environment. 
Candidates  should  possess  experience  in 
an  offset  pressroom,  post-press/packaging 
operations,  pre-press  and  quality  control  ap¬ 
plications.  A  4-year  degree  in  this  or  related 
field  IS  preferred. 

The  ideal  candidate  will  have  experience  in 
diagnosing  and  solving  reproduction  prob¬ 
lems,  knowledge  of  black  &  white  and  color 
halftone  reproduction,  color  printing  and 
principles  of  ink  water/balance. 

Our  newspaper  is  equipped  with  some  of 
the  latest  technology  in  newspaper 
presses,  computer-to-plate,  and  a 
packaging  center  for  daily  and  Sunday  in¬ 
serting. 

The  posibon  requires  someone  who  is  quality 
conscious,  motivated  and  capable  of 
working  in  a  fast  paced  operation.  Ability  to 
work  cooperatively  with  a  dedicated  and 
knowledgeable  staff  and  communicate 
clearly  is  required. 

The  Post-Standard  is  located  in  downtown 
Syracuse,  NY  which  is  surrounded  by  the 
Finger  Lakes  region,  the  Thousand  Islands, 
and  the  Adirondack  Mountains.  New  York 
City,  Boston,  Philadelphia,  and  Toronto  are 
less  than  a  day’s  drive  away.  The 
Post-Standard  offers  competitive  salaries 
and  benefits  that  include  paid  medical  and 
dental  coverage,  a  vision  plan,  401(k)  with 
matching  contributions  and  more.  The 
Post-Standard  is  committed  to  promoting 
diversity  in  our  newspaper  and  with  our  em¬ 
ployees. 

If  you  are  interested  in  being  considered, 
please  send  your  resume  to: 

Human  Resources,  The  Post-Standard 
P.O.  Box  4915,  Syracuse,  NY  132214915 


PRODUCTION/TECH 


PRODUCTION  MANAGER 
WITH  VISION  AND  ENERGY 
We  are  an  award  winning  coastal  Maine 
newspaper  company  with  competitive  bene¬ 
fits,  salary  and  other  compensation.  We 
publish  eight  weekly  newspapers  and  with 
an  expanding  and  active  commercial 
printing  department.  We  need  a  seasoned 
pro  to  oversee  all  aspects  of  our 
production  activity  from  pressroom  to  our 
electronic  prepress  department.  Our  equip¬ 
ment  includes  Goss  Community  Presses 
with  an  upper  former  and  Quad  unit  to 
Mueller  Martini  five  pocket  inserter  and  a 
Mueller  Martini  stitcher  trimmer.  Our  elec¬ 
tronic  production  department  uses 
Baseview  and  Macs.  We  are  looking  for 
someone  with  people  skills,  hands  on  expe¬ 
rience  to  lead  and  develop  our  new  plant  fa¬ 
cility  located  two  miles  from  the  administra¬ 
tive  offices.  All  candidates  must  have 
proven  experience  in  all  aspects  of  the  elec¬ 
tronic  production,  pressroom,  people  man¬ 
agement  and  administration  of  this  type  of 
department. 

Your  background  should  include  proven  abil¬ 
ity  to  predict  and  control  newsprint  waste, 
realistic  manpower  allocation,  working 
knowledge  of  the  latest  electronic  production 
methods  and  mailroom  procedures. 

If  you  want  to  live  in  Midcoast  Maine,  be 
part  of  the  growing  national  newspaper 
company,  please  send  your  resume,  salary 
history  to:  David  E.  Morse,  Publisher  and 
CEO,  Dept.  101,  Courier  Publications,  P.O. 
Box  249,  Rockland,  ME  04841  or  E-mail  to 
tcurd@courierpub.com.  We  are  an  equal  op¬ 
portunity  employer  (please,  no  phone  calls). 


-POSITIONS 


_ EDITORIAL _ 

EDITOR-IN-CHIEF  of  nation’s  oldest 
Japanese  language  automotive  fax  newsletter 
seeks  a  position  where  he  can  use  his 
English  writing  ability,  ability  to  gather  news 
in  Japanese,  and  his  business  knowledge  to 
further  the  editorial  position  of  a  global 
news  publication.  Prefers  Michigan  location, 
but  willing  to  telecommute  with  bi-weekly  or 
monthly  trips  to  head  office.  Call  or  E-mail: 
(734)  527-6004  cclapp@ismi.net 

WILL  WRITE  FOR  FOOD:  WRITER/EDITOR, 
can  skillfully  attack  jobs  requiring 
YOUTHFUL  outlook  (culture,  politics,  etc.) 

Clips:  kenneth_drews@hotmail.com 


-POSITIONS 


_ EDITORIAI. _ 

HARD-WORKING  REPORTER  seeks  a  job. 
Would  relocate  anywhere,  but  particularly  in¬ 
terested  in  Texas,  Florida,  Washington  or 
California.  Reply  to:  (940)  565-0917  or: 
reporter2333@hotmail.com 


PRODUCTION/TECH 

WORKING  PRESS  FOREMAN/ 

PRESS  MAINTENANCE 

Experienced  in  all  phases  of  Offset  Newspa¬ 
per  Production.  (Goss  Single/Double  Width 
and  T.K.S.  Presses),  including  USA  Today 
Print  Site  Operations.  Strong  emphasis  on 
preventative  press  maintenance,  improved 
print  quality  and  reduction  in  newsprint 
waste.  Excellent  communications  skills  and 
performs  well  in  a  deadline  driven  environ¬ 
ment  with  the  ability  to  lead,  motivate,  pro¬ 
mote  a  strong  team  environment  and  capable 
of  executing  press  readiness  proced¬ 
ures  prior  to  start-up.  Please  reply  to: 

Box  3185,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor,  NY,  NY  10003 


—  CLASSIFIED  ADVERTISERS  — 

If  you  don't  see  a  category  that  fits  your  needs, 
please  call  us  at  888.825.9149 

visit  our  website 

- www.editorandpublisher.com - 


CLASSIFIED  ADVERTISING 
INFORMATION 


1 


DEADLINES 


Wednesday  at  noon  (EST)  for  the  next  Monday’s  issue. 


1 


LINE  AD  RATES 


Rates  are  per  line,  per  insertion,  3  line  minimum,  approximately  34 
characters/spaces  per  line,  no  abbreviations. 

also  includes  online 


HELP  WANTED 


ALL  OTHER  CLASSIFICATIONS 


1  week . 

. $13.80 

1  week . 

. $12.45 

2  weeks . 

. $12.70 

2  weeks  . 

. $10.95 

3  Weeks . 

. $11.15 

3  Weeks . 

. $  9.60 

4  weeks . 

. $  9.45 

4  weeks  . 

. $  8.25 

1 2  weeks  . 

. $  9.00 

1 2  weeks  . 

. $  7.25 

26  weeks . 

. $  8.05 

26  weeks  . 

. $  6.40 

39  weeks  . 

. $  7.75 

39  weeks  . 

. $  6.00 

52  weeks  . 

. $  7  35 

52  weeks  . 

. $  5.60 

BLIND  BOXES:  $25  per  insertion 


DISPLAY  AP.,  rates 


Camera-ready  veloxes:  Furnish  same  size  camera-ready,  othenivise 
a  scanning  charge  may  be  incurred.  All  halftones  must  be  a  maximum 
1 33-line  same  size  velox  print. 

Electronic  submission:  Advertising  may  be  submitted  via  e-mail.  For 
instructions,  please  ask  your  account  manager. 

per  inch,  per  insertion.  1  inch  minimum,  1/2  inch  increments 

BLACK  &  WHITE  DISPLAY  AD  RATES 


1  week  . 

.  $149 

12  weeks  . 

. $  115 

2  weeks  . 

.  $135 

26  weeks  . 

.  $  110 

3  Weeks  . 

.  $128 

39  weeks  . 

.  $  104 

4  weeks . 

.  $124 

52  weeks  . 

. $  98 

ORDERS  AND  PAYMENT 


Ads  running  for  12  weeks  or  more  may  be  on  a  contract  basis. 
Contracts  are  non-cancellable.  All  ads  from  new  advertisers  must  be 
pre-paid  prior  to  deadline;  advertisers  with  a  payment  record  in  good 
standing  may  be  billed.  Deadline  is  noon  Wednesday  prior  to 
Monday  Publication.  Cash,  check.  VISA.  MasterCard,  and  American 
Express  accepted.  All  ads  require  a  signed  insertion  order,  and  all  ad 
copy  must  be  submitted  in  writing  via  mail,  e-mail,  or  tax.  We  reserve 
the  right  to  reject  any  ad. 


TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1 .  Name,  2.  Company.  3.  Mailing  Address,  4.  Phone.  5.  Ad 
Classification,  6.  No.  of  insertions. 

Or  Place  your  ad  online  vvvvw.editorandpublisher.com 

Please  contact  us  for:  display  ad  copy  specifications  and  procedures. 

Mail:  Editor  &  Publisher  Classified 

770  Broadway,  7th  FI,  New  York,  NY  10003 

Fax:  (646)  654-5312 

TO  REACH  OUR  ACCOUNT  MANAGERS,  CALL: 
TOLL  FREE:  888  825-9149 
ACCOUNT  MANAGERS: 

HAZEL  PREUSS  (EMPLOYMENT-EASTERN  U.S.) 

hpreuss  @  editorandpublisher.com 

MOHELE  MACMAHON  (  EMPLOYMENT  -  CENTRAL  f  WESTERN  US.) 

mmacmahon  @  editorandpublisher.com 

MICHELE  GOLDEN  (SERVICES  *  ALL  OTHER  CATEGORIES) 

mgolden  @  editorandpublisher.com 


www.editorandpubiisher.com 
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m3IT0R£^  ,„j 
PUBUSHER 


present 


interactive 


Iftedia 


ConferCnCeSc^mcfe  Show 


growing  local  reach: 

newspaper  Sc  broadcast  executives  share  successful 
strategies  for  converged  media,  advertising  Sc  more 


San  diego  paradise  point  resort  Sc  Spa  I  may  7-9,  2003 
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OPINION 


Keeping  one’s  distance  in  wartime 


Seduction  comes  in  many  forms:  One  may  be  our  own  battle  plan 


I’M  ALWAYS  SUSPICIOUS  OF  JOURNALISTS  WHO  REFER  TO 

people  on  their  beats  by  their  nicknames.  Take,  for  example, 
“So,  Rummy  said  to  me  ... .”  Or,  “Rummy  said  it  was  a  good 
question  ...  .”  I  hear  that,  my  skin  crawls  and  I  think  this 
reporter  is  A)  Too  close  to  his  subject,  B)  Too  enamored  of 
his  subject,  C)  Completely  full  of  himself,  or  D)  All  of  the  above. 

“Rummy”  is,  of  course,  Donald  Rumsfeld,  the  U.S.  secretary  of 
defense,  and  those  quotes  come  from  a  reporter  who  has  been 
covering  him  as  his  Department  of  Defense  orchestrates  a  possible 
military  strike  against  Iraq.  I  came  across  this  reporter  during  a 


biological/chemical-warfare-training 
course  a  few  months  back  in  the  United 
Kingdom.  He  seemed  bright,  but  his 
insinuated  intimacy  raised  a  red  flag,  as  it 
should  for  any  journalist  worth  his  keep. 

But  I’ve  come  to  realize  there’s  a  far 
broader  issue  raised  by  the  irksome 
comments  of  the  “Rummy”  reporter. 

Like  a  journalist  seduced  by  his  source, 
American  newsrooms  can  be  easily 
distracted  from  a  story  by  their  own 
preparations  for  it.  And,  at  the  moment, 
newsrooms  are  bewitched  by  their  efforts 
to  get  ready  for  war.  Reporters  and  editors 
have  become  so  engrossed  with  the  idea 
of  covering  an  Iraq  conflict,  it’s  under¬ 
mining  skepticism  and  luring  them  into 
professional  links  with  a  government 
that  knows  how  to  engage  the  press  better 
than  the  press  does  that  government. 

I’m  not  arguing  there’s  grand  newsroom 
support  for  President  Bush’s  Iraq  policy. 
This  is  about  covering  the  war  itself.  If 
your  newsroom  is  planning  vast  Iraq 
coverage,  I  doubt  you  can  deny  the 
excitement  and  anticipation  to,  well,  “Let’s 
roll.”  And  that’s  downright  dangerous. 

Some  of  my  colleagues  seem  more 
impressed  with  co-workers  who  are  being 
sent  to  cover  the  war  than  what  questions 
should  be  asked.  Add  to  the  mix  an  entire 
new  generation  of  reporters  —  most 
young,  all  hungry  —  eager  to  earn  “war 
reporter”  stripes.  Exotic  combat  gear,  for 
the  first  time,  is  pouring  into  newsrooms: 


flak  jackets,  satellite  phones,  helmets, 
field  first-aid  kits,  generators,  piles  of 
cash.  Pets  are  finding  temporaiy'  homes, 
life  insurance  is  being  bought,  mortgage 
pa\Tnents  are  being  sent  in  advance.  If 
you’re  a  reporter  aiming  for  the  2003 
Middle  East  rumble  —  or  if  you  sit  next 
to  one  (as  I  have)  —  you  know  what  I’m 
talking  about. 

And  a  lot  of  journalists  do  know. 
Starting  days  after  9/11,  more  American 


reporters  (several  thousand  at  least) 
trained  for  war  than  ever  in  the 
profession’s  histoiy,  as  first  reported  by 
this  magazine.  Never  have  newspaper 
publishers  and  editors  spent  so  much 
money  and  time  preparing  staff  for  war. 
The  bottomless  budgets,  trips  to  private 
“hostile-emironment-training  courses”  in 
posh  English  countryside  inns.  Pentagon- 
sponsored  reporter-combat  courses, 
massive  purchases  of  combat  gear, 
armored  cars,  weeks  of  meetings  —  the 
efforts  are  unequaled  in  time  and  expense. 


Reporters  from  every  strata  of  the  news¬ 
paper  industiy’  not  only  will  write  from  the 
front  lines  but  arrive  more  ready  for  war 
than  their  predecessors.  Maybe  too  ready. 

Full  disclosure:  I  feel  the  tug  to 
Baghdad  myself.  I,  too,  like  new  gear  and 
challenging  assignments.  And  I’m  not 
criticizing  the  training.  We  needed  it.  I 
was  one  of  the  first  American  print 
reporters  to  take  a  hostile-enxironment 
course  in  the  United  Kingdom  (the  food 
w'as  delicious),  and  have  written  in  Ei3P 
that  I  believe  editors  and  publishers  must 
train  reporters  for  hazardous  assignments 
or  they  may  have  blood  on  their  hands. 

But  preparation  should  neither  taint 
journalistic  skepticism  nor,  as  disturbingly 
evident  in  recent  months,  spark  w  hat 
appears  to  be  dangerous  newsroom 
momentum  and  groupthink.  “When  a 
news  organization  puts  so  much 
preparation  into  something,  a  lot  of 
people  have  a  lot  at  stake  to  see  it  happen,” 
a  veteran  reporter  (who  asked  not  to  be 
named)  at  one  of  America’s  largest  papers 
told  me.  With  daily  meetings  at  the 
“highest  levels,”  the  e.xpenses,  the  foreign 
assignments,  “the  whole  thing  is  just 
w'hipping  people  into  a  tizzv'.  People 
ultimately  want  to  see  it  happen.  We 
w'ant  to  participate  in  it.” 

It’s  as  if  we  all  want  to  be  “Rummy’s” 
friends.  Heck,  when  Rummy  offered 
reporters  combat  training,  we  only  asked, 
“When?”  I’ll  never  believe  the  Pentagon 
would  do  anything  for  the  benefit  of  the 
American  press  if  it  didn’t 
benefit  the  Pentagon  even 
more.  As  the  cream  of 
America’s  newsrooms 
clamor  to  do  push-ups,  I 
wonder  if  the  time  w'ould 
have  been  better  spent 
asking  questions.  Well 
probably  get  our  w'ar. 

And  it  may  be  the  w'ar 
we  deserve. 

A  young  reporter  for  a  Denver 
newspaper  said  to  me  that  he  thought  war 
reporting  w'as  “the  highest  calling”  for  a 
journalist.  He’s  preparing  for  Iraq.  He’s  a 
nice  guy,  enthusiastic  about  his  job.  But 
the  comment  gnaw'ed  at  me.  Weeks  later, 

I  realized  he  w'as  dead  wrong.  The  highest 
calling  in  journalism  is  not  war  reporting. 
It’s  finding  the  story'  that  would  help 
prevent  a  w'ar.  Along  the  road  to  Baghdad, 
we  seem  to  have  lost  that  idea.  11 

Moscou  is  contributing  editor  for  E&P. 


As  the  cream  of  U.S. 
newsrooms  clamor  to 
do  push-ups,  I  wonder 
1  time  would  have 

been  better  spent 
RIIMWhiIiI  asking  questions. 


28  EDITOR& PUBLISHER  JANUARY  27,  200.3 


www.editorandpublisher.com 


am 


DITOR 

.  UBLISHER  ANNUAL  DIRECTORIES 

All  the  critical  data  you  need  — 
right  at  your  fingertips! 


7(1, 


MAKKET 


YBAR  BOOK  who?\w!to 


2003 


BUSINESS  REPLY  MAIL 

FIRST- CLASS  MAIL  PERMIT  NO  581  NEW  YORK  NY 


POSTAGE  WILL  BE  PAID  BY  ADDRESSEE 

Editor  &  Publisher 
INTERNATIONAL  YEARBOOK 

770  BROADWAY 

NEW  YORK  NY  10211-2747 


NO  POSTAGE 
NECESSARY 
IF  MAILED 
IN  THE 

UNITED  STATES 


I.mIIII . I.I...II.mII..I.IIh.I.I..IIm.I.I.I.I 


RON  THOMAS/aP  photo 


On  the  march 

The  press  uploads  the  demos 

This  time,  when  lens  of  thousands’  rallied,  it  made  the 
front  page.  A  seismic  shift  —  or  just  a  slow  news  day? 


Ellsberg  in  2000,  with  a  photo  from  Vietnam 
days:  “Tell  the  truth  before  bombs  are  falling.” 


{continued from  page  20}  by  taking  a 

chance  with  their  own  careers.  That  they 
will  not  simply  be  considered  snitches  or 
informers,  but  actually  be  doing  a  patriot¬ 
ic  service  to  their  country  in  telling  truths 
that  the  president  or  their  boss  does  not 
want  told.  That  those  people  are  not  the 
ultimate  authority  of  what  the  public  has 
a  right  to  know.  That  they  have  a  choice 
—  to  choose  not  to  be  silent  when  the 
country  is  lied  to  about  a  w’ar. 

Publishers  and  editors  should  start 
from  a  knowledge  that  if  policies  from  the 
outside  look  questionable  and  unfounded 
and  even  dangerous,  there  is  a  very  high 
likelihood  that  many  people  inside  the 
government  feel  exactly  the  same  way, 
and  possibly  even  more  deeply.  There  is  a 
lot  more  dissent  inside  than  you  can 
imagine.  It  may  even  be  offered  by  those 
who  are  spokesmen  for  the  policy  —  as  we 
saw'  with  George  Ball  and  others  in  regard 
to  Vietnam.  So  a  reporter  may  not  be  able 
to  guess  who  they  are,  but  start  with  the 
knowledge  they  exist. 

This  government,  like  in  Vietnam,  is 
lying  us  into  a  war.  Like  Vietnam,  it’s  a 
reckless,  unnecessary  war,  where  the  risks 
greatly  outweigh  any  possible  benefits.  I’d 
make  this  argument  to  insiders;  Don’t  do 
what  I  did.  Don’t  keep  your  mouth  shut 
when  you  know  people  are  being  lied  to. 
Tell  the  truth  before  the  bombs  are 
falling,  while  there’s  still  a  chance  to  do 
something  about  it. 


BY  ARI  BERMAN 

Knowing  they  were  under 
scrutiny  from  both  antiwar 
advocates  and  media-w-atchdog 
groups,  most  major  U.S.  newspapers  took 
seriously  the  sentiment  percolating  from 
massive  rallies  Jan.  18  in  Washington,  San 
Francisco,  and  a  host  of  smaller  cities. 

TTie  Washington  Post  ran  a  lengthy  Page 
One  story  the  following  day  with  the  deck, 
“Chill  Doesn’t  Cool  Fury  Over  U.S.  Stand 
on  Iraq.”  In  the  Windy  City,  where  there 
was  no  major  protest,  the  Chicago  Tribune 
ran  a  front-page  story,  and  even  its 
generally  apolitical  youth  tabloid,  RedEye, 
produced  an  Iraq-related  cover  report 
Earlier  in  the  week,  the  Los  Angeles 
Times  enraged  some  readers  with  a  Page 
One  photo  caption  that  referred  to  “the 
usual  anarchists”  and  socialists  among  the 
crowd  at  a  big  local  protest  on  Jan.  11. 

The  paper’s  coverage  on  Jan.  19,  however, 
spotlighted  the  diversity  of  those  attending, 
including  military’  veterans.  Its  stoiy  that 
day  even  referred  to  march  organizer 
Ramsey  Clark’s  representation  of  “high- 
profile  criminal  defendants,”  without 
mentioning  that  one  of  them  is  Slobodan 
Milosevic,  the  Yugoslavian  ex-president 
who  is  accused  of  war  crimes. 

Criticized  for  underplaying  October’s 
antiwar  protests.  The  New  York  Times  on 
Jan.  19  ran  a  photo  of  the  Washington 
march  on  the  front  page  and  a  thorough 
story  inside,  with  an  editorial  sympathetic 
to  the  protesters  appearing  the  next  day. 
Hammered  for  its  low  estimates  of  turnouts 
at  the  October  rallies,  the  Times  this  time 
identified  the  crowd  as  consisting  of  “tens 
of  thousands  of  protesters  representing  a 
diverse  coalition  of  peace.” 

While  Peter  Hart  of  Fairness  &  Accuracy 
in  Reporting  (FAIR)  praised  newspaper 
coverage  of  the  march  as  a  significant 
improvement  over  October,  he  criticized 
the  oft-used  phrase  “tens  of  thousands,” 
labeling  it  needlessly  vague  in  this  case. 
Some  police  estimates  of  the  crowd  in 
Washington  clocked  in  at  around  200,000. 
The  San  Francisco  Chronicle  also 


produced  a  Page  One  story  on  its  city’s 
march,  w  hich  drew  either  200,000  people 
(according  to  organizers)  or  55,000 
(according  to  police  estimates). 

fair’s  Hart  praised  newspapers’  focus 
on  diversity  and  mentions  of  the  many 
smaller  demonstrations  that  took  place 
across  the  countiy  on  Jan.  18. 

Not  everyone  shared  this  view,  however. 
In  a  Jan.  21  column,  Wesley  Pruden,  editor 
in  chief  of  The  Washington  Times,  wrote, 
“Most  of  the  coverage  in  the  newspapers 
(which  ought  to  know  better) ...  went  along 
with  the  charade  that  this  was  a  mighty- 
outpouring  of  national  sentiment.”  Because 
of  the  marchers,  Pruden  wrote,  Saddam 
Hussein  can  now  “dream  dreamy  dreams,” 
of  solidarity.  The  New  York  Sun  echoed  this 
theme  with  a  Page  One  headline:  “U.S. 
Antiwar  Protests  Are  Hailed  by  Saddam.” 
And  the  New  York  Daily  News'  Tjev  Chafets 
described  the  Washington  marchers  as 
“a  thin  crowd  of  cold  white  people  cheering 
on ...  America-hating  radicals,  second-rate 
demagogues,  and  plain  weirdos.”  @ 
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Betxceen  Iraq  and  a  hard  place 

Profits  could  well  get  squeezed 

Casualties  of  war  in  Middle  East  likely  would  include 
the  carefully  planned  budgets  of  American  newspapers 


BY  LUCIA  MOSES 

HEN  CEOs  OF  PUBLICLY  TRADED 
newspaper  companies  stepped 
forward  last  month  to  give  their 
forecasts  for  the  year  ahead,  uncertainty 
was  the  prevailing  theme.  Most,  however, 
predicted  moderate  grov^h  for  this  year 
and  assumed  slow,  but  continuing, 
economic  improvement.  No  one  wanted 
to  talk  much  about  what  impact  a  war 
with  Iraq  could  have  on  the  economy  and 
their  industry. 

Now  that  military  action  looks 
increasingly  likely,  the  topic  is 
worming  its  way  into  the 
consciousness  of  those  in 
corporate  suites  everywhere. 

“I  would  guarantee  there  isn’t 
one  CEO  who’s  not  thinking 
about  what  impact  a  war  could 
have  on  the  bottom  line,”  says 
Ken  Berents,  who  follows  the 
newspaper  industry'  for  Goldman 
Sachs  Asset  Management. 

What  that  impact  would  be 
on  the  newspaper  business  is,  of 
course,  impossible  to  tell,  but  the 
timing  of  the  war  and  its  duration 
will  be  crucial.  In  a  best-case 
scenario,  combat  would  be  put 
off  at  least  until  later  in  the  year 
when  a  recovery  is  well  under  way 
and  the  fighting  ends  quickly.  The 
worst  case:  War  starts  before  a  recovery 
has  had  a  chance  to  take  root  and  combat 
drags  on,  throwing  the  domestic  economy 
back  into  another  recession. 

“No  one  really  knows  how  things  will 
turn  out.  The  basic  presumption  is,  the 
longer  the  conflict  goes,  the  more  negative 
the  impact  it  has,”  says  James  Conaghan, 
vice  president  of  business  analysis  and 
research  for  the  Newspaper  Association 
of  America.  In  December,  he  had  forecast 
3.2%  to  6.1%  newspaper  advertising- 
revenue  growth  for  this  year,  depending 
on  the  strength  of  the  economic  recovery 
—  neither  prediction  accounted  for  a 
military  campaign.  If  war  breaks  out. 


“1  think  people  will  be  taking  out  their 
pencils  and  perhaps  making  some 
adjustments,”  he  deadpans. 

In  the  case  of  a  short  war,  many 
publishers  could  break  even.  Most  would 
rely  on  wire  services  to  cover  the  conflict, 
so  their  biggest  cost  increase  would  be  for 
newsprint,  which  is  still  relatively  inex¬ 
pensive.  While  the  conflict  lasts,  they  can 
count  on  selling  more  copies,  at  least  partly 
offsetting  their  higher  newsprint  expense. 

But  for  the  newspapers  that  would  send 


their  ovv'n  correspondents  to  cover  a  war, 
the  undertaking  adds  more  economic 
stress  at  a  time  when  little  new'  ad  revenue 
is  coming  in  the  door.  Covering  the  1991 
Persian  Gulf  War  cost  new'spapers  millions 
of  dollars,  and  that  was  a  relatively  brief 
conflict.  Few  expect  another  war  with  Iraq 
to  end  so  quickly  —  and  then  there’s  the 
prospect  of  a  long  occupation  to  consider. 

“Just  what  do  we  do  knowing  this  year  is 
going  to  be  a  very  difficult  year?”  Stephen 
P.  Hills,  president  and  general  manager 
of  The  Washington  Post,  and  other  Post 
executives  are  asking  themselves.  “If  you 
look  at  [Operation]  Desert  Storm,  which 
was  a  brief,  clearly  defined,  winnable 


war,  that  cost  us  money  —  millions  —  and 
considerable  ad  revenue,”  he  says. 

Hills  worries  about  what  a  war  could  do 
to  consumer  confidence.  “Our  recovery, 
such  as  it  is,  is  not  very  robust  right  now,” 
he  says.  “With  a  w'ar,  it  puts  more  pressure 
on  the  ad-revenue  side.  There  are  so  many 
aspects  of  the  economy  that  are  sensitive, 
and  we  don’t  have  very  strong  consumer 
confidence  right  now.” 

In  the  midst  of  “the  tightest  squeeze 
on  newspapers  in  a  long  time,”  says 
Conrad  Fink,  a  newspaper-management 
professor  at  the  University  of  Georgia, 
“every  major  metropolitan  editor  will  be 
agonizing  over  this  one.  Everyone  wants 
to  have  their  own  people  over  there.  An 
editor  has  to  sit  down  and  make  some  cold 
and  cruel  decisions.” 

Papers  have  to  not  only  cover  their  bases 
abroad  but  stay  on  top  of  major  domestic- 
news  developments,  from  growing  state- 
budget  deficits  to  homeland  security. 

“News  correspondents  will 
be  reassigned  to  cover  the 
Mideast,  for  example.  If  w  e 
have  to  cut  back  slightly  in 
other  areas,  we  may  have  to 
do  that,”  acknowledges 
Robert  W.  Mong  Jr.,  presi¬ 
dent  and  editor  of  The  Dallas 
Morning Neu's.  The  company 
has  set  specific  goals  for  the 
coming  year,  which  he  says 
will  help  cope  with  changing 
financial  realities. 

Editors  are  acknowledging 
these  realities  even  as  they 
say  theyll  spend  what’s 
needed  to  do  justice  to  the 
storv'.  “Clearly,  coming  out 
of  the  recession,  people  are 
w'atching  the  bucks,”  says 
Howard  T\’ner,  vice  president 
for  editorial  of  Tribune  Publishing.  But 
the  No.  1  priority  is  to  cover  the  story  and 
“figure  out  how  to  pay  for  it  later.” 

Still,  papers  are  likely  to  rely  more  on 
wire  services  and  their  corporate  siblings. 
The  Tribune  Co.  is  encouraging  its  major 
metros,  such  as  its  flagship  Chicago 
Tribune,  the  Los  Angeles  Times,  and 
Newsday  in  Melville,  N.Y.,  to  share  stories. 
“What  I’ve  tried  to  foster  is  a  sense  that 
we  can  cover  so  much  more  if  each  of  the 
papers  knows  w'hat  others  are  planning  to 
do,”  Tyner  says.  A  paper  running  short  on 
resources  might  “pull  back  for  a  week  or  so 
and  use  material  from  other  papers  while 
[it]  takes  a  breath.”  11 


War  coverage  means  more  than  higher  newsprint  costs  —  it  also  means 
paying  for  courses  such  as  this  run  by  Centurion  Risk  Assessment  Services. 


30  EDITOR& PUBLISHER  JANUARY  27,  2003 


wwwedi  torandpublisher.com 


ROD  A.  LAMKKY  JR  /THB  WASHINGTON  TIMB8 


Taking  on  taking  on  Iraq 

Editorials  conflicted  over  war 

Our  survey  finds  opinion  split  among  hawks,  doves,  and 
those  perched,  carefully,  on  the  fence,  but  doubts  grow 


BY  ARI  BERMAN 

Although  newspaper  opinions 

once  appeared  virtually  monolithic 
in  support  of  an  attack  on  Iraq, 
editorials  from  many  of  America’s  leading 
newspapers  are  now  among  the  voices 
questioning  the  wisdom  of,  or  timetable 
for,  the  possible  conflict. 

Despite  rising  doubts,  however,  there 
doesn’t  seem  to  be  one  U.S.  newspaper 
among  the  top  50  dailies  by  circulation  that 
is  strongly  “antiwar.”  The  papers  appear 
united  in  their  desire  for  Saddam  Hussein’s 
disarmament,  if  not  overthrow, 
and  disagree  only  on  the  means, 
or  at  least  the  urgency. 

Still,  something  strange  is 
going  on  when  The  Orange 
Country  Register  in  Santa  Ana, 

Calif.,  strikes  a  more  dovish 
pose  than  The  Boston  Globe. 

An  survey  of  war-related 
editorials  published  by  37  of  the 
nation’s  top  50  daily  newspapers 
this  month  reveals  that  their 
views  fall  into  three  general 
clusters:  a  quick-to-war  camp 
advocating  forcefully  disarming 
Hussein  sooner  rather  than 
later;  a  skeptical  majority  urging 
President  Bush  to  give  U.N. 
weapons  inspections  a  real 
chance  to  work  before  ordering  militarv' 
action  (more  th2m  two-thirds  of  the  papers 
that  published  editorials  now  land  in  this 
category);  and  a  third  group  of  about  a 
dozen  papers  that  hedge  their  views  or  can’t 
seem  to  quite  make  up  their  mind. 

Only  seven  of  the  top  newspapers  clearly 
advocate  a  fast-track  invasion.  This  view 
lai^ely  springs  from  papers  in  and  around 
the  nation’s  largest  cities,  while  those 
supporting  a  wait-and-see  policy  originate 
from  all  parts  of  the  country. 

Not  surprisingly,  The  Wall  Street  Journal 
leads  the  formation  of  hawks.  On  Jan.  13, 
under  the  headline  "To  Pyongyang  Via 
Baghdad,”  it  argued  that  only  by  swiftly 
ousting  Hussein  from  power  could  the 


United  States  then  confront  North  Korea. 

The  Los  Angeles  Times,  The  Washington 
Post,  the  New  York  Post,  and  Newsday  in 
Melville,  N.Y.,  took  relatively  firm  stances  as 
well.  On  Jan.  17,  Newsday  criticized  Hans 
Blix,  the  chief  U.N.  weapons  inspector,  who 
was  hit  a  day  earlier  by  The  Wa.shington 
Post.  “He  would  like  to  head  off  U.S.  military 
action  at  any  cost,”  the  Post  wrote  of  Blix, 
“even  though  such  action  clearly  has  been 
justified  by  Iraq’s  failure  to  comply.”  The 
L.A.  Times  on  Jan.  7  called  on  Arab  nations 
to  force  Hussein  into  exile  “before  he  pulls 


Iraq  into  war.”  The  Oregonian  in  Portland 
and  The  Columbus  (Ohio)  Dispatch  also 
took  discernible  pro-war  stances. 

Of  the  top  10  papers,  only  USA  Today  and 
The  New  York  Times  counseled  restraint, 
warning  of  the  perils  of  war.  USA  Today  on 
Jan.  16  advised  America  to  follow  sensible 
foreign-policv’  priorities:  “A  war  now  also 
could  distract  needed  attention  from  the 
North  Korea  crisis  and  the  war  on  d-Qaeda- 
linked  terrorism.”  While  continuing  to  voice 
strong  concerns  about  the  threat  posed  by 
Hussein,  The  New  York  Times  repeatedly 
called  for  Bush  to  come  forward  with 
evidence,  and  it  remains  supportive  of 
giving  weapons  inspectors  more  time. 

The  San  Francisco  Chronicle  Tuesday 


contended  that  Iraqi  breaches  justify  a 
pre-emptive  war  only  as  a  last  resort.  “This 
drastic  step  will  require  damning  evidence 
of  an  imminent  threat  and  a  broad  alliance 
of  international  support,”  it  wrote.  “So  far, 
Washington  has  produced  neither.” 

To  the  south,  in  a  far-more  conservative 
area.  The  Orange  County  Register 
proclaimed  in  a  strikingly  blunt  Jan.  19 
editorial  that  the  United  States  “seems 
to  be  looking  for  a  pretext  for  war.”  The 
Register  criticized  the  administration  for 
“Alice  in  Wonderland  logic,”  that  argues 
for  an  Iraqi  invasion  regardless  of  whether 
the>’  actually  possess  a  “smoking  gun.” 

The  Sun  in  Baltimore,  on  Jan.  17,  also 
tossed  a  cynical  barb:  “The  way  [Press 
Secretaiy]  Ari  Fleischer  describes  how  his 
boss  is  getting  ‘sick  and  tired’  of  Iraqi  games, 
how  his  patience  is  wearing  thin,  makes 
it  sound  as  though  George  W.  Bush  is  a 
petulant  little  man  stamping  his  foot.” 

Other  newspapers  that  have  staked  out 
cautious  positions  include  The  Boston  Globe, 
The  Buffalo  (N.Y.)  News, 

The  Plain  Dealer  in  Cleveland, 
The  Denver  Post,  the  South 
Florida  Sun-Sentinel  in  Fort 
Lauderdale,  The  Hartford 
(Conn.)  Courant,  The  Courier- 
Journal  in  Louisville,  Ky., 
the  Milwaukee  Journal 
Sentinel,  the  Star  Tribune  in 
Minneapolis,  the  Pittsburgh 
Post-Gazette,  The  Sacramento 
(Calif.)  Bee,  the  St.  Louis  Post- 
Dispatch,  the  St.  Petersburg 
(Fla.)  Times,  The  San  Diego 
Union-Tribune,  and  the  San 
Jose  (Calif.)  Mercury  News. 

One  angle  consistently 
dodged  in  editorials  is  the  topic 
of  Iraqi  oil,  which  is  viewed 
by  some  as  one  key  objective  of  any 
American  action.  And  when  The  Columbus 
Dispatch  raised  the  issue,  it  spun  it  in 
America’s  favor,  maintaining  Jan.  9  that, 
yes,  oil  is  the  lifeblood  of  the  U.S.  economy 
—  and,  no,  there’s  nothing  wrong  with 
removing  Hussein  if  he  jeopardizes  U.S. 
access  to  his  countiy’s  resources. 

Baltimore’s  Sun  suggested  on  Jan.  12, 
however,  that  oil  and  democracy'  in  postwar 
Iraq  deserved  an  open  and  honest  debate. 
That’s  one  statement  few  could  disagree 
with.  And  what  better  place  to  start  such  a 
discussion  than  the  editorial  pages  of  U.S. 
newspapers?  This  would  serve  the  public 
interest  in  a  way  the  politicians  in  Congress 
promised  to,  but  never  could.  II 


The  pro-war  crowd,  such  as  these  demonstrators  in  Washington  on  Jan.  18, 
had  recently  seen  support  for  their  views  weaken  on  the  nation’s  opinion  pages. 
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Going  in  Sarasota  Style 


New  York  Times  Co.  daily’s  new  digs  could  be  completed  in  2005 

BY  JIM  ROSENBERG 

The  Sarasota  Herald-Tribune  will  help  spearhead 
downtown  redevelopment  when  it  relocates  its  head¬ 
quarters  to  Main  Street  from  its  Tamiami  Trail  site  on 
the  Florida  Gulf  Coast  city’s  southern  outskirts. 

The  New  York  Times  Co.  newspaper,  established  in 
1925,  plans  to  spend  $12  million  to  build  a  three-stoiy^  structure  on 
a  3.3-acre  site  valued  at  more  than  $5.6  million.  Publisher  Diane 
McFarlin  said  the  paper,  with  12-month-average  daily  circulation 
of 106,077,  expects  to  close  the  purchase  of  the  land  by  early  spring. 


Sarasota  Style  shows  in  design  for  the  Sarasota  Herald-Tribune’s  HQ. 


To  be  completed  in  2005,  the 
building  will  sit  at  an  angle  to  the 
street  to  preserve  the  site’s  oak 
trees.  It  will  have  a  public  outdoor 
1  plaza,  a  glass  portico,  and  a 
; ,  crenulated  roof  that  the  paper 
described  as  “origamilike.” 

The  paper  quoted  McFarlin 
I  describing  the  design  as  making 
I  i  “a  distinctive  architectural 
'  statement  without  being  garish” 
and  that  management  “felt  it 
should  celebrate  the  architectural 
j  history  of  Sarasota,  not  the 

architectural  history  of  Europe.”  With  its 
wide  overhangs  and  “open,  airy  feel,”  she 
I ;  told  E^P,  the  building  will  reflect  the 
Sarasota  School  of  architecture,  associated 
with  Ralph  Twitchell  and  Paul  Rudolph, 
j  rather  them  the  Mediterranean  influence 
that  prevailed  there  early  last  centun'. 

To  rise  60  feet  above  a  lot  for  250 
;  vehicles  (with  60  or  more  ground-level 
spaces  under  the  raised  building),  the 
j  j  structure  will  house  newspaper  and  Web- 
j  site  offices  and  the  company’s  TV  station. 

Calling  her  newspaper  a  pioneer  in 
‘  [  zoning  editions  during  the  1960s  and  the 
;  j  country’s  first  daily  with  its  own  24-hour 


cable-TV'^  news  station,  McFarlin  said  the 
Herald-Tribune  also  wanted  to  be  forward- 
thinking  in  its  building’s  design. 

One  newsroom  reports  for  print,  Web, 
and  TV.  The  paper,  said  Production 
Director  Da\’id  Harvey,  is  looking  for  an 
ad-graphics  front  end  now  and  a  classified 
system  next  year,  but  “nothing  directly  tied” 
to  the  new'  building.  All  e.xisting  systems 
will  be  moved.  Wiring  and  work  processes 
will  benefit,  said  Har\’ey,  owing  to  built-in 
cable  races  and  better  personnel  adjacen¬ 
cies.  All  13  Times  Co.  papers  in  the  South¬ 
east  have  begun  using  SaxoTech’s  Publicus 
Web-publishing  system.  On  the  TV  side. 


there  has  been  talk  of  timing  a  systems 
upgrade  to  the  move,  according  to 
Electronic  Media  Manager  Lou  Ferrara. 

Plans  for  the  new  headquarters,  designed 
by  Miami-based  Arquitectonica,  were  “very 
well  received”  last  month  by  the  Sarasota 
Community  Redevelopment  Agency’s 
advisory  board,  McFarlin  said.  The  city  will 
get  more-detailed  architectural  plans  ne.xt 
month.  “We  don’t  anticipate  any  objec¬ 
tions,”  said  McFarlin.  She  and  a  Times  Co. 
executive  said  the  matter  of  tax  or  other 
incentives  will  be  taken  up  with  the  city 
during  the  project’s  next  phase.  According 
to  the  newspaper,  plans  filed  with  the  city 
indicate  the  paper’s  property-tax  bill  for  the 
proposed  building  will  be  more  than  double 
the  bill  for  the  existing  building. 

The  Herald-Tribune  reported  last  month 
that  financial  incentives  are  sought  to  help 
defray  costs  of  expensive  building  materials 
and  design  features,  the  required  impact 
fees,  and  expenses  related  to  storm-water 
retention.  It  said  Times  Co.  executives 
pointed  to  public  benefits  from  the  building 
and  the  business  that  merit  municipal 
money  —  such  as  a  conference  facility 
seating  about  100  that  could  be  used  for 
community  meetings,  lectures,  and  sjjecial 
events,  as  well  as  the  economic  boost  a  big 
employer  brings  to  other  enterprises  that 
provide  goods  and  services  to 
that  business  and  its  staff. 

The  new  building  will  be  one  of 
the  first  projects  developed  under 
the  city’’s  Downtown  Master 
Plan,  whose  guidelines  were 
devised  to  create  a  pedestrian- 
friendly  zone.  (The  city  and  a 
business  group  unhappy  with 
certain  restrictions  resolved  their 
differences  this  month.) 

T’he  72,000-square-foot 
headquarters  also  will  bring 
jobs  to  a  blighted  area  almost 
20  years  after  it  was  designated  for  redevel¬ 
opment.  Of  the  paper’s  approximately  600 
employees,  325  will  move  to  Main  Street 
from  the  50,000-square-foot  offices  the 
newspaper  has  occupied  since  1957- 
Production  and  distribution  will  stay  in 
the  e.xisting  facility  near  the  airport,  and 
the  paper  will  keep  its  five  bureaus. 

Karen  Hartman,  Sarasota  downtown- 
redevelopment  director,  described  the 
newspaper  headquarters  and  a  high-end 
grocer  —  the  first  business  to  consider 
occupying  part  of  a  $20-million  office- 
and-retail-space  complex  —  as  “economic 
engines  for  downtown.”  ® 
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Columnists  and  cartoonists  want  their  features  to  be  weapons 
of  mass  distribution  for  enlightening  newspaper  readers 

BY  DAVE  ASTOR 

WHEN  COLUMNISTS  AND  CARTOONISTS  COM- 
ment  about  a  possible  U.S.  strike  against 
Iraq,  there  seems  to  be  room  for  more 
diversity  of  opinion  than  when  these 
creators  tried  to  express  themselves  in  the 
months  immediately  following  9/11. 

Back  then,  criticizing  Bush-administration  policies  “was 
considered  not  patriotic,”  said  Council  on  American-Islamic 
Relations  (CAIR)  spokeswoman  Hodan  Hassan.  But  she  praised 
newspaper  editorial  pages  for  offering  “a  wider  range  of  thought” 


in  recent  months  —  and  expects  this  to 
continue  if  war  with  Iraq  breaks  out. 

Of  course,  columnists  and  cartoonists 
still  get  some  criticism.  For  instance. 
Association  of  American  Editorial 
Cartoonists  President  Bruce  Plante  said 
his  Chattanooga  (Tenn.)  Times  Free 
Press  cartoons  supporting  the  war  on 
terrorism  draw  positive  reader 
reaction,  but  his  cartoons  questioning 
the  possible  war  with  Iraq  —  which 
he  sees  as  unrelated  to  the  war  on 
terrorism  —  elicit  angry  responses. 

Cal  Thomas,  whose  Op-Ed  feature 
runs  in  500-plus  papers  \ia  Tribune 
Media  Services,  said  reader  reaction 
to  his  columns  has  been  “hugely 
positive."  He  noted:  “The  approach 
I’ve  taken  has  been  largely  supportive  of  the 
Bush  administration’s  polic\’  to  disarm 
and/or  remove  Saddam  Hussein. ...  My 
view  is  we’re  going  to  be  attacked  no  matter 
what,  so  we  might  as  well  be  proactive  and 
pre-emptive  [rather]  than  reactive.” 

But  some  of  Thomas’  commentary  on 
Iraq  and  what  he  describes  as  “the  threat  to 
American  values  by  radical  Islam”  has  been 
criticized  by  groups  such  as  CAIR.  Thomas 


said  these  groups  are  “aggressively 
attempting  to  intimidate  certain 
columnists  by  engaging  in  letter-writing 
campaigns  to  newspapers  and  personal 
visits  with  editors  to  persuade  them  to 
remove  such  voices  from  the  papers.” 


and  ethnic  groups  do  the  same  thing. 

National  Societv'  of  Newspaper 
Columnists  President  Mike  Leonard 
noted  many  .Americans  are  warv’  of  a  war 
with  Iraq  and  appreciate  a  columnist 
voicing  that  sentiment  when  so  few  politi¬ 
cians  are  doing  so.  The  columnist  for  the 
Herald-Times  of  Bloomington,  Ind.,  has 
done  an  occasional  piece  questioning  U.S. 
Iraq  policy  —  and  has  received  mostly 
positive  reaction  from  a  readership  that 
includes  many  liberals  but  also  “plenty  of 
bedrock  Hoosier  conserv-atives.” 

Leonard  did  add  that  it  takes  “courage” 
for  columnists  to  question  the  Bush  admin¬ 
istration’s  Iraq  policv’.  He  said  those  who  do 
so  risk  being  called  “unpatriotic  and  even 
traitorous  to  American  men  and  women 
fighting  overseas.  1  wish  more  people  would 
understand  that  you  can  support  the  war¬ 
rior  while  not  being  in  favor  of  the  conflict” 

Some  liberal  columnists  end  up  self- 
censoring,  while  others  can  get  censored  by 
their  jjapters.  Leonard  recalled  that  colum¬ 
nists  in  Oregon  and  Te.xas  lost  their  jobs 
after  9/11  for  criticizing  President  Bush. 

Bruce  Tinsley  has  used  “Mallard 
Fillmore”  (below)  to  tweak  the  media  for 
covering  Bush  negatively.  “They  piortray 
any  military  position  taken  by  a  Republican 
president  as  warmongering,”  said  Tinsley, 
whose  conservative  comic  runs  in  400-plus 
papers  via  King  Features  Syndicate.  “But 
I’m  not  personallv'  sold  on  this  war.  I’m 
disappointed  that  the  administration  hasn’t 
been  more  forthcoming  on  the  reasons  for  a 
war.”  Tinsley,  however,  has  not  expressed 
his  doubts  in  “Mallard"  —  with  one  reason 


<2rpot/f  C>F 
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CAIR  spokesw’oman  Hassan  responded: 
''We’ve  nev'er  tried  to  get  pieople  fired. 

We  want  newspaper  editors  and 
columnists  to  take  the  concerns  of 
Muslims  into  account”  and  to  not  stereo¬ 
type  or  generalize  about  Muslims.  “We’re 
exercising  our  First  Amendment  rights 
just  like  they  [editors  and  columnists]  are 
exercising  their  First  Amendment  rights,” 
Hassan  said,  adding  that  other  religious 


being  that  he  feels  those  doubts  are  already 
finding  expression  in  many  editorial 
cartoons  and  other  media  commentary. 

Thomas  said  many  columnists  have  been 
predictable.  “Those  who  see  a  threat  to 
American  interests  favor  U.S.  action  against 
Saddam,”  he  noted.  “More  liberal  colum¬ 
nists  want  to  trust  the  United  Nations  and 
continue  to  view  war  for  any  purpose 
through  the  prism  of  the  Vietnam  War.”  ID 
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Getting  It  Right 

TOIflllllE&lHEi;ill 

D.C.’s  ?ost’  leads  the  way  in  covering  alleged  abuse  of  prisoners 

For  months,  I  have  been  tracking  fragmentary 
reports  from  human-rights  organizations  and,  sporad¬ 
ically,  the  press,  about  the  CIA’s  apparent  torture  of 
al-Qaida  prisoners  in  secret  detention  centers  such  as 
the  Bagram  Air  Base  in  Afghanistan.  On  Dec.  26,  The 
Washington  Post  broke  the  stoiy  wide  open  on  Page  One:  “U.S. 
Decries  Abuse  but  Defends  Interrogations.” 

In  an  account  by  Dana  Priest  and  Barton  Gellman  —  followed  the 
next  day  by  a  lead  editorial,  “Torture  Is  Not  an  Option”  —  unnamed 
intelligence  specialists,  including  eyewitness  sources,  disclosed 


that  the  “alleged  terrorists  are  commonly 
blindfolded  and  thrown  into  walls,  bound 
in  painful  positions”  and  “deprived  of  sleep 
with  a  24-hour  bombardment  of  lights  — 
subject  to  what  are  known  as  ‘stress  and 
duress’  techniques.” 

Medication  to  alleviate  pain  is  withheld 
at  the  Bagram  Air  Base.  A 
source  noted,  “in  a  desidpan 
voice,  that  ‘pain  control  is  a  very 
subjective  thing.’”  Moreover, 

“[ajccording  to  Americans  with 
direct  knowledge ...  captives  are 
often  ‘softened  up’  by  MPs 
[militaiy  police]  and  U.S.  Army 
Special  Forces  troops  who  beat 
them  up  and  confine  them  to 
tiny  rooms.” 

The  Post  story  confirmed 
information  I  have  seen  from  Amnesty 
International  and  other  sources  that 
uncooperative,  unbreakable  prisoners  have 
been  sent  to  Egypt,  Jordan,  Morocco,  and, 
at  least  once,  Syria,  where  intelligence 
agencies  are  known  for  methods  that  can 
persuade  anyone  to  talk. 

The  official  term  for  these  transfers  is 
“extraordinary  renditions.”  Priest  and 
Gellman  reported  “Bush  administration 
officials  said  the  CIA,  in  practice,  is  using  a 
narrow  definition  of  what  counts  as 


‘knowing’  that  a  suspect  has  been  tortured” 
in  the  prisons  of  the  delegated  countries: 
“‘If  we’re  not  there  in  the  room,  who  is  to 
say?’  said  one  official  conversant  with 
recent  reports  of  renditions.” 

In  a  subsequent  story.  White  House 
spokesman  Scott  McClellan  told  the  Posh 
“We  believe  we  are  in  full 
compliance  with  domestic  and 
international  law,  including 
domestic  and  international  law 
dealing  with  torture.” 

However,  The  Economist,  in 
several  stories  on  torture,  past 
and  present,  maintained  in  its 
Jan.  11  issue  that  “there  is  little 
reason  to  doubt  [the]  veracity 
of  The  Washington  Post  report.” 
As  a  longtime  reader  of  that 
British  journal.  I’ve  found  its  reporting 
I  and  analysis  consistently  reliable. 

Following  up  the  Post  story,  Kenneth 
Roth,  executive  director  of  Human  Rights 
Watch,  which  reports  on  human-rights 
abuses  in  some  70  countries,  wrote  a  letter 
to  George  W.  Bush  —  with  copies  going  to 
i  Colin  Powell,  Condoleezza  Rice,  and 
Donald  Rumsfeld  —  reminding  the 
president  that  “U.S.  officials  who  take 
I  part  in  torture,  authorize  it,  or  even  close 
i  their  eyes  to  it,  can  be  prosecuted  by 


;  courts  anywhere  in  the  world”  under 
I  international  law.  Roth  asked  Bush  to 
'  “investigate  The  Washington  Post's 
I  allegations,  adopt  all  necessary  measures 
I  to  end  any  ongoing  violations  of  intema- 
I  tional  law,  stop  the  rendition  of  detainees 
;  to  countries  where  they  are  likely  to  be 
tortured,  and  prosecute  those  implicated 
I  in  such  abuse.”  Roth’s  letter  led  to  the 
1  scheduling  of  a  meeting  with  intelligence 
officials  in  Washington,  but  the  meeting 
I  was  canceled.  (It  may  be  rescheduled.) 

As  of  this  writing,  the  Post’s  story 
appears  to  have  little  in  the  way  of  legs. 

The  Economist  points  out:  “Although 
well-documented,  the  account  has 
produced  official  denials  and  only  a 
desultory  discussion  among  American 
commentators,  who  seem  no  keener  to 
discuss  the  subject  than  the  British  and 
French  were  when  the  issue  arose  in 
Northern  Ireland  and  Algiers.” 

Based  on  what  I  have  seen.  The  Boston 
Globe  and  The  PhUadelphia  Inquirer 
each  ran  a  short  follow-up  to  the  story  by 
The  Washington  Post’s  Alan  Cooperman, 
and  The  Associated  Press  had  a  longer 
piece  Dec.  28  with  some  independent 
reporting,  quoting  a  denial  from  a  U.S. 
military  spokesman  at  Bagram  Air  Base. 
But,  otherwise,  “desultory”  seems  an 
appropriate  word  for  reactions  to  the 
Post’s  report  in  the  media,  as  well  as  in 
Congress,  from  the  leaders  of  both  parties 
as  well  as  the  rank  and  file.  No  one  in  the 
horde  of  Democratic  presidential  aspirants 
has  said  anything. 

And  I  have  not  seen  any  follow'-up  in 
The  New  York  Times,  reminding  me  of  how 
the  Times  lagged  behind,  to  say  the  least. 
Bob  Woodward’s  2md  Carl  Bernstein’s 
enterprise  reporting  on  Watergate. 

As  Roth  of  Human  Rights  Watch 
pertinently  told  the  president:  “The 
U.S.  Department  of  State  annual  report 
on  human-rights  practices  has  fi^uently 
criticized  torture  in  countries  where 
detainees  may  have  been  sent.  These 
include  Uzbekistan,  Pakistan,  Egypt, 
Jordan,  and  Morocco.  The  United  States 
thus  could  not  plausibly  claim  that  it  was 
unaware  of  the  problem  of  torture  in 
these  countries.” 

When  will  the  rest  of  the  press  do  its 
own  reporting  on  the  torture  of  America’s 
prisoners?  What  are  we  here  for?  11 
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